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A new trend 
in Neon 
lumination 


at the Century of 
Progress Exposition 


One of Chicago's aims in the Century of Progress 
Exposition is to demonstrate what can be done with 
modern architectural design—to repeat the contribu- 
tion made to architecture by the Columbian Exposi- 
tion in '93. 


An important tool of the modern designer is light. 
And it is significant that for the huge building in 
which the modern wonders of science will be exhibited 
—the Exposition lighting engineers have specified 
Jefferson Luminous Tube Transformers. 


Experience dating back to the very beginning of 
gaseous tube lighting—high efficiency at all times— 
mid-point balanced design—extremely low mainte- 
nance—models to fit every possible condition, indoor 
or outdoor—these are a few superiorities which 
Jefferson Electric pioneering and engineering have 
brought to the user of luminous tube lighting. 


Write for descriptive literature on the Jefferson 
Electric line including the High Power Factor Type 724. 





JEFFERSON ELECTRIC COMPANY 


as tua eves Bellwood (Suburb of Chicago) Illinois 


Type. 


Luminous lube 
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WE BELIEVE 
THAT— 


Electrical Wholesalers 
should 


1. Economize 


By maintaining strict credit 
policies, adopting budgetary 
control and eliminating from 
their operations all wasteful 
practices. 


2. Localize 


By confining efforts within 
that territory which can be 
served at a profit and by co- 
operating in the solution of 
local problems through local 
wholesaler associations. 


3. Specialize 


By concentrating sales efforts 
on selected markets, com- 
modities and accounts. 


4. Advertise 


Their services and their com- 
modities consistently to their 
trade. 


5. As an Industry 


Adopt uniform accounting 
methods and uniform cash 
discounts, undertake distribu- 
tion cost studies and promote 
a better appreciation of the 
services rendered by whole- 
salers. 
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*12.50 
FOOD MIXER 
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WITH HAMILTON BEACH VACUUM CLEANER 




























"GOLD STAR’ 
MODEL 


FOR A LIMITED 
TIME ONLY 


Right at the height of the Spring selling sea- 
son Hamilton Beach offers you this powerful 
impetus to vacuum cleaner sales. Never have 
you been able to present your trade with as 
outstanding a consumer value as this. 








; “i 4 é The “Gold Star” Food Mixer 
Hamilton Beach “Gold Star” Food Mixer as illustrated [with- mixes all cakes; beats eggs, 


out Bowls or Stand] . . . . . Consumer Value, $12.50 Pa NAG ae 

4 ings; whips cream; and mashes 

Hamilton Beach “Gold Star” Vacuum Cleaner potatoes. No special bowls 
needed. 


Regular Consumer Price, $39.90 


[ Note. You may get “Gold Star” Food Mixers equal to the number of 





The “Gold Star” Vacuum 





Gold Star” Vacuum Cleaners which you now have in stock for $2 $52.40 Cleaner is a motor-driven 
each, F. O. B. Racine. } beating brush type; equipped 
Entire cost of this premium mixer is absorbed by Hamilton with high quality Hamilton 
Beach. No change in liberal dealer’s discounts. Sialabn caldee cate ee 


justment, self-lubricating 
wheels, fool-proof belt, 
and is lightweight 
and easy to handle. 











$52.40 VALUE FOR $39.90 


The Hamilton Beach “Gold Star” model vacuum cleaner is recognized 
as an outstanding value without any premiums. Now the offer of a food 
mixer—adapted from the Standard Hamilton Beach Food Mixer, which 
was nationally advertised and sold —free, is the profit opportunity of a 
lifetime. Sold only through wholesalers, under a profit-protecting policy. 
Write for complete advertising and sales helps. Hamilton Beach Manu- 
facturing Co., Racine, Wisconsin. 

Hamilton Beach prize winners in the “VICTORY in °33” wholesalers salesmen’s contest for the 
month of March: First Prize: James F. Bacon, Iron City Electric Co., Pittsburgh, Pa. Second 


Prize: C. W. Diegel, ReQua Electrical Supply Co., Rochester, N. Y. Third Prize: Emery L. 
Puckett, City Electric Co., Syracuse, N. Y. 
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Go-Getters, Sit-Tighters and 
“Victory in '33” 


OQ paraphrase Caesar, all wholesalers 
may be divided into two groups—Go- 
Getters and Sit-Tighters. 

The Go-Getters believe that there is busi- 
ness to be had and they are out to get it. 
The Sit-Tighters believe there is no business 
and they are wearing out the cushions of 
their swivel chairs, praying that the powers 
at Washington will present them with a 
ready-made prosperity before they fall into 
the clutches of tKe sheriff. 

The Go-Getters are the ones who believe 
in “Victory in ’33” and who are out after 
their share of the prize money. One of them 
writes “These contests are certainly stimu- 
lating the enthusiasm of our salesmen on 
the lines entered. They have already col- 
lected some of the cash prizes and they are 
out to get more of them.” 

Each month witnesses a steady increase 
in the number of salesmen entered, in the 
number of lines on which they report and 
in the volume of sales reported in the “Vic- 
tory in ’33” Sales Contests. Sales reported 
in the March contest totaled almost twice 
those reported for February. These facts 
are most encouraging. They indicate that 
the ranks of the Go-Getters are increasing 
and, as they increase, there is a correspond- 
ing thinning in the ranks of the Sit-Tighters. 

Where are the Go-Getters making their 
sales? We wanted to find out, so we went 
out and talked with scores of thems And 
this is what we found. Each one has select- 
ed some particular field where business can 
be created now and has planned his selling 
accordingly. 

For example, one wholesaler. picked out 
the older office buildings in his territory. He 
reasoned that their owners were able to 





spend money because, although the build- 
ings had some vacancies, they were, never- 
theless, receiving a substantial income each 
month. He further reasoned that mod- 
ernization was required to attract new ten- 
ants and that this modernization could be 
sold, especially if it resulted in lower operat- 
ing expenses. 

So he selected one building at a time and 
set out to do a thorough selling job. He 
surveyed the existing wiring, located over- 
loaded circuits, measured the voltage drop 
and estimated the savings to be effected by 
re-vamping the entire distribution system. 
As a result he has sold several good sized 
jobs and these have included new switch 
boards, panel-boards and lighting equipment 
as well as many thousands of feet of wire, 
cable and conduit. 


NOTHER wholesaler has _ contacted 
banks and trust companies who have 
been forced to take over apartment buildings 
and who, in many cases, have found it neces- 
sary to modernize these buildings in order 
to attract tenants. He has been able to sell 
several large orders of refrigerators as well 
as lighting fixtures in this way. 

Still another wholesaler is promoting the 
idea: “When you re-paper and re-paint, re- 
fixture, too.” And his dealers are tying in 
and selling fixtures. His sales of both fix- 
tures and supplies have increased as a result. 

These are but a few examples of how indi- 
vidual wholesalers, members of the Go-Get- 
ter group, are out to achieve “Victory in’33.” 
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aig is the first of a series of practi- 
cal articles on the subject of selling venti- 
lation. Later articles will discuss the oppor- 
tunity for profit which ventilation affords 
the wholesaler, the selection of dealer out- 
lets, types of prospects and sales appeals 





Last season electrical wholesalers did some business on portable coolers 


using ice 


Ventilation As An Accessory 
to Air Conditioning 


IR CONDITIONING has received so much 
A publicity through editorial comment and wide 
acclaim by public acceptance that the entire elec- 

trical industry is beginning to speculate on where it will 


fit in the picture for the future. The utilities are already © 


active in its promotion as a potential load builder of no 
mean proportions. Several electrical manufacturers are 
already active in the development of complete air con- 
ditioning systems. 

A little investigation discloses that the electrical ‘indus- 
try is not alone in its interest in this promising field. 
Several manufacturers of domestic refrigerators have 
either entered the field or have well laid plans. Major 
manufacturers of vacuum cleaners and other home appli- 
ances are giving serious thought to the field. The ice 
industry has taken a most active interest in air condi- 
tioning for more than two years, using manufactured 
ice as a cooling medium. The sheet metal trade maga- 
zines, warm air heating, oil burner, plumbing and steam 
fitting, gas fuel industries, and some 20 specialty indus- 
tries are giving hopeful investigation to the field. 

This has been called a five billion dollar market, and 
in a recent article Willis H. Carrier, speaking with rec- 
ognized authority, estimates this business will reach two 
hundred and fifty million dollars annually in 20 years. 
He states that there are at present over 300 theaters 
air-conditioned with a potential 3,000 more as prospects, 
almost 20 large mercantile establishments now equipped, 
with some 500 as actual prospects. These are com- 
plete air conditioning installations with refrigeration 
and do not begin to mention the home field and smaller 
commercial prospects. When air conditioning engineers 
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By ANDREW G. OREAR 


Sales Engineer, 
Los Angeles, Calif. 


start estimating refrigeration tonnage, reaching close 
to the million ton mark, with a power consumption of 
almost one and a half horsepower per ton capacity you 
can make your own picture of new equipment from the 
switch board to the transformers and back to the gener- 
ating equipment. 

The electrical industry cannot escape a highly profit- 
able equipment and supply business as a result. But 
specifically where will the electrical wholesaler fit in the 
sale of the air conditioning equipment itself? What 
about all the talk of home cooling? First let’s get 
oriented for our discussion of this development. 

Due to much misuse of the word “Air Conditioning” 
it will be well to again define the term. It is not a piece 
of apparatus or even an assembly of equipment but an 
engineering art that produces a result, ably described 
by the American Society of Heating and Ventilating 
Engineers, as the “simultaneous control of temperature, 
humidity, air motion, and distribution within an enclos- 
ure and where human comfort and health are involved, a 
reasonable purity and regard to dust, bacteria and odors.” 

An inspection of a modern air conditioning system, 
either for industrial or commercial work will reveal 
mechanical air filters, large air washers, or dehumidi- 
fiers, huge blowers, steam fin-type indirect radiators 
heated by steam boilers, refrigeration machinery of most 
modern design, intricate control of temperatures both 
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tor the steam and cooling equipment, pumps, humidity 
control, and special pipe fittings, galvanized ducts, and 
other mechanical appliances wholly strange to the elec- 
trical trade. As this is a highly specialized engineering 
business there is little hope that the electrical wholesaler 
will participate in this type of installation other than 
to supply the wiring supplies, switches, and motor acces- 
sories. This will, however, be a volume of business 
well worth fostering. 

Now we come to this much talked of “Home Cooling”’, 
or a more general term “Comfort Cooling.” <A recent 
issue of one of the heating and ventilating magazines 
made an attempt to describe and catalogue all of the 
apparatus offered the public for air conditioning. It 
revealed almost 60 manufacturers of equipment. Some 
of the units, equipped for heating, cooling, humidifying 
and de-humidifying, filtering, etc., were truly air con- 
ditioning equipment if properly installed to complete the 
function required. These plants are expensive at the 
present time for use in the home. Much other equip- 
ment was in reality humidification equipment for attach- 
ment to present warm air heating jobs. Some units are 
direct cooling units for attachment to small refrigera- 
tion compressors producing “dry” cooling. Very little 
of the equipment shown will adapt itself to the jobbing 
function as viewed by the electrical wholesaler. The 
industry does not yet know the best method to market 
this material, even some of the large concerns. 

Last season a number of portable air coolers, using 
manufactured ice, came on the market. They ranged 
from a “glorified garbage can” to elaborate and expen- 
sive cabinet units. The ice companies bought samples, 
also a little of this business came through the electrical 
wholesaler. Some manufacturers made the ice com- 
panies direct factory distributors of their equipment. 
Much of this equipment is produced by experienced 
manufacturers. It has merit and will doubtless find its 
sale eventually through recognized trade channels. At 
this time, however, both sales policies and designs are 
in a state of chaos. 

The present designs of “Comfort Cooling” equipment, 
using cabinet coolers or overhead fan coolers and 
equipped with refrigeration compressors require 
much engineering and specialized selling. We 
have yet to see a unit that can be lifted from the 
crate and be set into the space to be cooled, all 
ready for operation. Heat must be removed from 
the space to be cooled and requires condenser 
water piping and a competent installation of 
permanent character. 

With this brief picture of air conditioning and 
its relationship, at this time, to the electrical 
wholesaler, we will turn to some “tools” that are 
profitably known to many of the industry. Ven- 
tilation business has given a good account of 
itself in spite of the much discussed economic 
situation and a very cool summer in 1932. It 
is granted that the recent sales volume has taken 
its slump with other lines going into new build- 
ings, but the wide diversity of use for ventila- 
tion has made it. a stable business and a life 
saver to many wholesalers and dealers. Will this 
new promotion of air conditioning and comfort 
cooling make our present types of ventilating 
equipment obsolete? 
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Much misconception is held by the trade on this point. 
I called on an electrical dealer, a short time ago, and 
he pointed to some standard makes of exhaust fans 
and blowers with a comment that “this kind of equip- 
ment is a thing of the past with the coming of air con- 
ditioning.” I could not help countering his statement 
with the explanation that propeller exhaust fans and 
multivane blowers are a definite part of the equipment 
used to produce air conditioning and a valuable aid to 
economical cooling. 


_ calculations are made for determining the 
capacity of cooling required for a “comfort” job 
full consideration must be given to the factor of “heat 
load.”’ Assume the consideration to be for a restaurant 
where kitchen heat and steam tables, coffee urns, toasters, 
etc., add a very definite heat load to the cooling plant if 
not removed. It is obvious that the heat should be directly 
removed by an exhaust fan rather than be absorbed by 
a refrigerating system, adding tons of load, and the 
factor of air purity still to be solved. For winter opera- 
tion the exhaust system is very important in removing 
cooking odors and smoke. 

Recent inspection of the air conditioning plant in a 
stock exchange revealed some ingenious engineering in 
the fact that the indirect lighting system was equipped 
with the exhaust system immediately behind the light 
troughs, taking the heat energy of lighting directly out 
through the exhaust system for the trading floor. 
Carrying this consideration one step farther consider 
“sun effect” on air conditioning plants. The south, east 
and west exposed sides of the building as well as the 
roof add a great sun heat load to a cooling plant. Those 
of us who have worked in attic spaces in mid-summer 
can testify to this “sun effect” and temperatures often 
reaching 150°, heat which penetrates the ceiling below 
to the discomfort of occupants. 

In many cases the removal of this excessively heated 
air can be accomplished with exhaust fans giving real 
comfort to the building occupants and removing a large 
heat load in the event mechanical cooling is installed in 
the building. 


Frigidaire photo 


Cabinet coolers using compressors require piping and a competent 
installation of permanent character 
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| Made Merchandise 
Out of Wiring Devices 


in the field of electrical wholesaling, the wiring 
supply business is dead. Very, very dead. I 
am reminded of an old nursery rime which (slightly 
paraphrased) seems to express the more or less prevalent 
opinion on the present wiring supply situation: 
O where’s our once juicy supply biz? 
I search through the mail as I ask it. 
No orders I find, so decide, viz.: 
The damn biz lies dead in its casket. 

This, I say, represents a more or less prevalent opin- 
ion of the present situation, yet I do not concur in it— 
and I don’t believe you do. Not really. The wiring 
supply business is certainly in a deathlike trance, but 
just as certainly the vital spark still lives. Therefore, it 
seems to me, our job is to take off our pallbearers’ 
gloves, pry the lid off the coffin, and see whether we 
can’t revive it. 

The other day I talked with the sales executive of 
one of our really large electrical appliance manufactur- 
ing companies. In 1932 the industry sales of this manu- 
facturer’s type of appliance for the whole country were 
33 per cent less than in 1931. Yet this particular manu- 
facturer showed substantial gains. 
“How come?” 

The answer was really quite simple: 

First: When the slump came, this manufacturer made 
a first-hand survey of his market and found out that 
under depression conditions the product had to be car- 
ried to, and sold to the public—the public would not 
come to, and voluntarily buy the product. 

Second: The product had to be redesigned and the 
selling process revised. The same old product and the 
same stale sales talk left the public cold. This manu- 
facturer found that he had to make both the appliance 
and the presentation new and interesting to the pros- 
pective purchaser. 

That’s all there was to it—that and hard work. 

“Yes, yes,” I hear you say, probably with a spot of 
impatience, “but you're telling us about an appliance— 
what we’re interested in is wiring supplies. Our busi- 
ness is different.” 

So long as it consisted in selling supplies for installa- 
tion in new buildings, in industrial work and in boom- 
time construction projects, it is obvious that your busi- 
ness was different. But you haven’t got that kind of 
business now—moreover, you cannot get that kind of 
business now—not in volume sufficient to make it inter- 
esting. 

What to do? 

It seems plain as a pikestaff that both the electrical 
contractor and the electrical wholesaler have at present 


) 


A\ CCORDING to certain self-appointed coroners 


Naturally, I asked 


By adapting the depression-time selling 
principles of a successful appliance man- 
ufacturer to the boosting of wiring sales 


By FRANK B. RAE, Jr. 


nothing but a Hobson’s choice—modernization jobs or 
nothing. And it appears equally plain that if the whole- 
saler wants the supply orders involved in these modern- 
ization jobs he’s got to do something to help his con- 
tractors dig them up. Price won’t create these jobs. 
Work—salesmanship—cooperation—are needed. So the 
wholesaler who says “My business is different” is dead 
right—it’s a lot different from what it was three 
years ago. : 

Modernization jobs fall into several classes, but right 
now I’m talking about home wiring modernization. 
There’s a raft of it to be had by the small and medium 
sized contractor. It is to be had if the contractor can 
be persuaded and aided to go out and solicit it. It won’t 
wander into his shop unasked, any more than the appli- 
ance sales of the manufacturer I mentioned will volun- 
tarily wander into his dealer’s store. 


Y Beat same principles which sell appliances will sell 
home wiring modernization jobs. Grasp that truth 
firmly. And the reason is that appliances and home wir- 
ing modernization are both sold to the same people— 
people who live in homes connected to some lighting 
company’s circuit. The selling principles which will 
create an order for a 40 or 50 dollar appliance in these 
homes today will create orders right now for 40 or 50 
dollar jobs of wiring. The businesses are different but 
the customer is the same. Wiring and appliances are, 
come to think of it, pretty much like bread and butter 
and ham and eggs. One gets bread from a baker, butter 
from a creamery, ham from a butcher and eggs from a 
poulterer—each of whom runs a radically different sort 
of business—but all four of the products are served to- 
gether at the breakfast table of John Aloysius Public. 
The same goes for wiring and appliances—they are radi- 
cally different, to be sure, but both help spin Mr. Public’s 
electric meter. 

Let us, then, see whether we cannot adapt the suc- 
cessful depression-time selling principles of this appli- 
ance manufacturer to the boosting of wiring sales. 

The first point this appliance man emphasized was 
that the public can no longer be interested in the same 
old product. 
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“Oh, but there’s nothing new about 1933 wire and 
conduit and knobs and tubes that’ll interest the public,” 
sez you. Obviously. And that’s where we've all made 
one of our big mistakes. When we thought about wiring 
we thought about wire, and about the stuff that goes 
with it from the meter to the wall box—we never gave 
real thought to the part of the wiring job that the buyer 
sees, the part that the buyer is interested in, the part that 
makes wiring merchandise instead of a job. 

For example, one manufacturer has recently brought 
out a remarkable line of “wall-plate merchandise,” mod- 
ern wiring devices which are available in more different 
combination than locks for bank vaults. Another has a 
new illuminated house number, still another a “load 
center” that does away with fuses. 
And so it goes through a host of 
other new and modern gadgets. 

It seemed to me that all of these 
were things that one could go to 
the public with and sell. So I tried 
it. I called upon 12 friends and 
neighbors with the idea of finding 
out whether or not people could be 
sold the idea of modernizing the 
“show part of the wiring job,” their 
wall-plate equipment, and then I 
planned using that as an opening 
wedge to additional wiring jobs 
such as new convenience outlets, re- 
arrangement of control, etc. I sold 
12 out of 12—not that I rate above 
Double-O as a 
salesman, but be- 
cause I showed 
these people some- 
thing that was to 
them new, interest- 
ing, convenient, 
cheap. I made mer- 
chandise out of 
wiring. Every one 
of them confessed to 
having some small 
job they wanted 
done which they’d 
“put off’—I sup- 
pose every one of 
those 12 homes had 
jobs running any- 
where from five to 
50 dollars each. In every case I found a live prospect. 

While this inquiry was merely one small personal ex- 
perience, it verified the principle expounded by the 
appliance manufacturer of whom I have spoken, namely, 
that the public will buy even in these tough times if 
you show them something new and interesting that 
gives them wanted service at a moderate investment. 

The second point my appliance friend emphasized was 
that the presentation of the product must be humanized. 
This I seem to have done in my talks with my 12 neigh- 
bors about the wall-plate devices. A flat iron combina- 
tion, for example, “clicked” every time. I showed the 
assembly, told what it would do—that it could be in- 
stalled without any change in the wiring, and then 
showed what it meant to the housewife—no more for- 
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The wholesaler's salesman explains his selling plan to 





The contractor explains the convenience offered by a new 
wiring device and lands a wiring job 


getting to turn off the current when called away to 
the phone, and hence no accidental scorching of gar- 
ments or napery—no more singed fingers when remov- 
ing a hot plug from the base of the iron—no more 
trouble with 5-and-10 switch plugs which so frequently 
go bad. To make it brief, | approached the selling of 
wiring modernization via a single small, inexpensive but 
generally-wanted device and, before I got through, every 
one of those I talked to were discussing a half dozen 
other wiring conveniences and additions which really 
ought to be installed in their homes. These people sold 
themselves. 

Does all this apply to the electrical wholesaler? I most 
certainly believe that it does, and for very definite reasons. 

You are in the 
same boat with the 
appliance manu fac- 
turer I’ve been talk- 
ing about. Your 
wiring supply busi- 
ness aS you used 
tooperatehas 
slumped so far that 
a lot of you think 
it is entirely dead. 
You cannot hope to 
sell wiring supplies 
as you previously 
sold them in nor- 
mal volume until 
building construc- 
tion returns to nor- 
mal—and that may 
be a long, long while. 

And this, also, is true— 

You cannot rely upon your con- 
tractor-customers getting wiring 
modernization jobs in times like 
these by sitting in their shops wait- 
ing for the public to come to them. 
They must go out and canvass the 
public. 

Therefore, I believe, your best 
opportunity to build up sales of 
house wiring supplies under pres- 
ent conditions is— 

(a) To urge upon your contrac- 
tors a new, interesting, convenient, 
inexpensive piece of wiring mer- 
chandise—something that the con- 
tractor can take out and show to, and explain to Mr. 
and Mrs. John Aloysius Public—something that John 
and his wife can understand, something that offers them 
wanted convenience at small expense, something that 
will serve as an intriguing “opening wedge” for a dis- 
cussion of home wiring modernization. 

(b) Explain to these contractors of yours the prin- 
ciples of this new and humanized selling process—tell 
them how to approach home owners, how to “talk” the 
devices, how to “build up” what at first seems to be the 
sale of an insignificant gadget until it, becomes a sure- 
enough wiring job. 

Will it work for the contractor? 

Well, it worked for me. In every case the reaction of 
the prospect was—“Where can I buy it?” 


the contractor 

















A Buyer Wants To Know About 


SAFETY SWITCHES 


And the wholesaler's salesman describes their 
essential features, telling the purpose of each 


glibly about safety switches. Can you tell me 
what makes a switch a safety switch? 

Wholesaler’s Salesman: The modern safety switch 
has been developed as a logical and necessary part 
of metal enclosed wiring systems. If it is neces- 
sary to provide mechanical protection for wiring to 
prevent short circuits and to eliminate accidents, 
is it not even more essential that switches also be 
adequately protected? 

An unprotected switch is a constant hazard, lo- 
cated just at the point where accidental contact is 
most liable to happen. That is why a switch must 
be mounted in a metal box before it can qualify as 
a safety switch. But even then there is danger of 
contact with the exposed switch if the box must be 
opened before the switch can be operated. There- 
fore, the second qualification is that a handle must 
extend through the box so that the switch can be 
operated while the box remains closed. 

Thus the fundamental requirements of a safety 
switch are that it be entirely enclosed in metal and 
be externally operated. 


AY HE BUYER: You electrical salesmen all talk 


either Type “A” or “C”, depending upon its con- 
struction, and a general use switch would normally 
be either Type “C” or “D”. 

The Code defines a general use switch as one “in- 
tended for use as a switch in general distribution 
and branch circuits’. It further defines a motor 
circuit switch as one “intended for use in a motor- 
branch-circuit”’, 

Buyer: How does a general use switch differ from 
a motor circuit switch? 

Salesman: A motor circuit switch is built to with- 
stand severe operating conditions. It is more fre- 
quently used, and at times may be called upon to 
open the circuit under electrical conditions which 
cause a highly destructive arc. Manufacturers must 
take this into consideration in their switch design. 

Buyer: What are some of the essential features 
in the design of a motor circuit switch? 

Salesman: In the first place means must be pro- 
vided to extinguish the intense arc before it destroys 
the switch contacts or damages the cabinet. Some 
switches are designed so that the circuit is broken 

at two or more separate points, 





thus reducing the intensity of 








Buyer: Then a safety switch 
is simply an enclosed, exter- 
nally operated switch? 

Salesman: No, these are 
only fundamental  require- 
ments; there are several oth- 
ers, depending upon the serv- 
ice the switch will be called 
upon to perform. 

Buyer: Then there are sev- 
eral different kinds of safety 
switches? How do I know 
which one to purchase for a 
certain job? 


tric and Mfg. Co. 


This is the second of a series of articles 
giving basic information on important switch. Other switches are 
supply lines. It has been compiled from 
information supplied by the following 
manufacturers: BullDog Electric Prod- 
ucts Co.; Colt's Patent Fire Arms Mfg. 
Co.; Cutler-Hammer, Inc.; Square D 
Co.; Trumbull Electric Mfg. Co.; Wads- 
worth Mfg. Co. and Westinghouse Elec- 


the arc at each. Such a switch 
is called a “multiple-break” 


equipped with arc-quenchers 
or mufflers which extinguish 
the arc quickly after it is 
formed. 

Buyer: There is a whole lot 
more to this subject than I 
realized. What are some of 
the other features of these 
switches? 

Salesman: Means are pro- 
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Salesman: The National 


vided to open or close the 





Electric Code explains that 

very clearly. Formerly, the Underwriters classified 
switches as Types “A”, “B”, “C’, etc., but they no 
longer continue this classification, although the trade 
still refers to it and manufacturers retain it in their 
catalog listings. 

The Code now differentiates between “General 
Use” and “Motor Starting” switches, and manufac- 
turers supply different types of switches under each 
classification; i. e., a motor circuit switch may be 


switch contacts very rapidly. 
This feature is called the “quick-make and quick- 
break”, and it is operated by springs and cams 
attached to the handle. Quick-make guarantees 
positive contact when the switch is closed. With 
this mechanism it is impossible to leave the switch 
partially closed. The quick-break opens the circuit 
very rapidly, and without this feature there is a pos- 
sibility that the operator will not pull the handle 
far enough to entirely open the switch. A positive 
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quick-make and quick-break mechanism re- 
duces arcing when the switch is thrown and 
thus minimizes burning of the switch con- 
tacts. 

Furthermore, some switches are designed 
so that they cannot be operated when the 
cover is opened. This feature is called the 
“interlock”. A person cannot open the cover 
to replace fuses, for instance, while the switch 
is “on”, nor can he throw the switch “on” 
before closing the cover. To avoid current 
interruptions, however, facilities are provided 
so that authorized electricians can neutralize 
the interlock if necessary. Generally cover 
interlocks, an additional safety feature, are 
found only on the better type of switches. 

Buyer: What are the differences between 
the various types of motor circuit and general 
use switches? What is meant by a Type “A” switch? 

Salesman: Type “A” switches are real safety switches 
in the highest sense of the term. They are heavy 
duty switches, are usually rated in horsepower as 
well as amperes, have quick-make and quick-break 
mechanism, interlocked covers, multiple-break or arc 
muffler construction, are sturdily built, and are gen- 
erally designed for the severest type of service. 

Type “C” switches are also rated in both horse- 
power and amperes, but generally speaking the H.P. 
ratings are lower than the Type “A” for a given am- 
pere size. Most of the switches have quick-make or 
quick-break or both, but do not have the interlock- 
ing covers, They are less rugged in construction than 
Type “A” switches and are adapted to light duty 
installations where the requirements are chiefly for 
disconnects and infrequent operations, although they 
are sometimes used as motor circuit switches. 

Type “D” switches are rated in amperes only and 





Cutler-Hammer Photo 


A 1600 ampere safety switch for the New York subway 


are used for very light duty. Some of them have 
the quick-break feature. 

Buyer: I never realized before that a safety switch 
was such a highly developed piece of equipment. 

Salesman: The mere fact that a switch is enclosed 
in a box does not necessarily make it a safe switch. 
Safety in switches depends primarily upon the con- 
struction of the switch that is inside the box. Proper 
alignment and proper contact between switch blades 
and jaws are of vital importance. If a switch is not 
properly contacted and aligned it will arc, unseen, 
within its enclosing box and cause all kinds of 
trouble. 

Therefore, when selecting safety switches, espe- 
cially for heavy duty service, the buyer should always 
give serious consideration to the mechanical and elec- 
trical strength provided by the manufacturer in the 
design of his particular switch. Only a quality 
switch will afford the highest degree of safety. 


The Need for Reinspection 


By L. L. HIRSCH 


President, Electrical Supply Co., 


New Orleans, La. 


VERY time I read of a fire started by defective 
F wiring which causes loss of property, and even 

loss of life, it occurs to me that the electrical in- 
dustry is overlooking an opportunity to be of service 
to humanity, and to itself as well. 

As I see it, we presumably have adequate laws which 
are, for the most part, rigidly enforced when a building 
is first wired. This is not equally true, however, after 
once the building has been wired and the wiring system 
properly approved and certified. From that point on 
different communities have different systems. Most 
of these systems are so flexible, and most of the inspec- 
tion departments are so inadequate that the question 
of reinspection is at best a hit and miss proposition. 
This matter of reinspection is so woefully lax that I 
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venture to say there are in every community many build- 
ings which have never been reinspected although they 
were wired 20 or 25 years ago. 

This condition would be hazardous enough if we used 
“as is” the wiring systems which were installed (even 
though in an approved manner) these many years ago; 
but when it is considered that as against deterioration, 
on the one hand, there are the many-fold increases in 
the demands on the system on the other, it is easy to 
understand how hazardous such a system can become. 

As an illustration, take the average residence, wired 
in accordance with the code that existed 25 years ago. 
At that time the electric iron and the vacuum cleaner 
were the exception rather than the rule; the convenience 
outlet and the many current- (Turn to page 44) 
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Sell the June Bride 
Through the Furniture Dealer 


4 


Brides pick out their furniture first and the house furnishing dealer 
can build up his sale to also include radio and appliances. Wholesalers 
should use the right sales appeals in developing this type of outlet 


And who is the lucky man By WALTER J. HOLMES The salesman may even play 


awaiting her? In this case his part so skillfully that the cus- 

it is the house furnishing dealer tomer will completely forget the 

whose aid she seeks in outfitting her new home. total amount of the sale and recall only that for just 

He is first on the scene and there are several rea- $4.67 per week he can completely feather a nest for the 

sons why he has a better chance to sell her major most divine, exquisite, soul tingling bit of loveliness at 
electrical appliances than other classes of dealers. To his side. 


' |" RE comes the bride! couple’s painless purchasing. 


begin with, psychology comes to the aid of the dealer Installment selling is of course the back bone of fur- 
The anesthetic of niture merchandising 
love has been ap- ; and in itself is a power- 


ful factor in the success 
of these dealers in the 
sale of major electrical 
appliances. Not only are 
they skilled in closing 
sales on this plan but 
their credit losses are 
probably lower than 
those of most other 
classes of dealers who 
extend credit. 

In fact while credit 
business is the bane of 
that a furnished the average retailer’s 
home includes a existence the house fur- 
vacuum cleaner, nishing dealers 
washing machine, refrig- seem to thrive on 
erator, etc., the pur- , ee LS it. Ordinarily they 
chaser tends to agree. much prefer to ex- 

And the salesman is tend credit. If it 
skilled to a nicety in were not necessary 
handling these situations. for the customer 
Unlike certain other to call on the dealer 
classes of dealers he is and make his easy 
accustomed to think of payments there 
sales in substantial vol- would be no oppor- 
ume. When he speaks tunity to sell addi- 
of large sums he is capa- tional pieces from 
ble of doing so without time to time. The 
having to choke, tremble, importance of this 
or get red in the face. factor in merchan- 
And this nonchalant atti- dising is shown by 
tude plays an impor- , the fact that most 
tant part in the young Rugs set off clock and appliance display of these accounts 
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plied during the 
normally painful 
process of financial 
operation. 

Even before the 
lucky groom has 
led the blushing 
bride to the altar 
it has been decided 
that a home would 
be furnished. Thus 
when the dealer 
takes it for granted 














remain on the books of the dealer for several years. lf 
the customer paid cash he would come to the store 
only when he “needed” furniture and there is con- 
siderable difference between selling a man what he needs 
and what he can be made to desire. 

That is why terms are extremely low in this line of 
goods, lower in fact than the public demands. As evi- 
dence of this, one large firm offered to completely fur- 
nish a home for 50 cents down and 50 cents per week. 
A check-up of its sales revealed the fact that only five per 
cent of the customers availed themselves of the lowest 
terms offered and 85 per 
cent made _ voluntary 
down payments of not 
less than $5. 

So it may be seen that 
the furniture and house 
furnishing store has sev- 
eral advantages as an 
outlet for major elec- 
trical appliances. They 
are first to contact the 
user ; accustomed to sell- 


ing high unit priced 
goods; skilled in all 
phases of installment 


selling, granting of credit 
and collections. More- 
over most of them have 
been in business for 
many years and 
their own financial 
standing is such 
that the electrical 
wholesaler seldom 
has cause to worry 
about credit ex- 
tended to them. 

And now the 
question arises as 
to how this new 
type of outlet may 
best be sold. 

A wholesaler 
who has been un- 
usually successful 
in developing ap- 
pliance accounts 
among the furni- 
ture trade has 
found that the ordinary supply salesman is not adapted 
to this kind of work. In the past he has been making 
many small sales to a large number of customers, mostly 
by hit and miss methods. 

In calling on this new type of account the salesman 
must have some sort of definite sales presentation pre- 
pared. Due to the large volume of sales involved, spe- 
cial methods of approach and selling must be worked 
out. 

Sales appeals differ so that even a man who has been 
calling on department stores would have some little 
difficulty in adjusting himself to this new class of out- 
let. Price and profit margin, for example, are a big 
factor in department store buying. On the other hand, 
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Sound-proof radio demonstration room at Haverty's 





while the furniture and house furnishing dealer does 
not overlook these things, he does have a greater appre- 
ciation for nationally advertised goods. 

It is especially important to him for the reason that 
furniture is not as a rule an advertised product. There- 
fore as the dealer is handling unknown goods it is 
necessary to use every possible means to inspire the con- 
fidence of strangers. 

The average prospect for his wares will walk down 
the street and look at the goods in his own and his 
competitor’s windows. The prospect is dubious. He has 
had occasion to go 
into various depart- 
ment stores for a 
handkerchief, or a 
monkey wrench 
and has gained a 
certain confidence 
in them. But never 
before in his, or 
her, life of single 
blessedness has 
there been occasion 
to buy furniture. 
One store has fur- 
niture on display. 
The other has fur- 
niture and electrical 
appliances, the lat- 
ter of national fame 
and, therefore, of 
recognized quality. 

“Ah!” he says to him- 
self. “This dealer car- 
ries a line of reputable 
electrical appliances. I 
may not be a judge of 
furniture, but I know 
my Saturday Evening 
Post advertising. If this 
fellow carries the best in 
electrical appliances it 
is reasonable to assume 
that he has a good line 
of furniture.” And so he 
enters the store. 

The wholesaler’s sales- 
man who sells this type 
of outlet must be fa- 
miliar with the psychol- 
ogy of the ultimate purchaser and be able to capitalize 
on it in selling the dealer. 

He must also know his advertising, for the house fur- 
nishing dealer is not an electrician or a mechanic but a 
merchandiser. He and his customers are only slightly 
interested in “what makes the wheels go around” and 
the star salesmen of the dealer make their sales through 
a knowledge of human nature rather than of mechanics. 

They rely upon the reputation of the manufacturer, 
rather than mechanical “talking points.” And this is 
the reason why furniture and house furnishing dealers, 
who are first to meet the “blushing bride,” are so suc- 
cessful in the sale of the nationally advertised makes of 
major electrical appliances. 

















Census Report Shows Importance 


of the Electrical Wholesaler 


Special study of the wholesale electrical trade, based on the Census of 
Distribution, shows that manufacturers of electrical commodities dis- 
tribute their products principally through electrical wholesalers, while 
only a small proportion of their sales are to non-electrical distributors 


W. April ’32) of the prelimi- 
nary bulletins reporting results 
of the Census of Distribution, Dr. 
Theo. N. Beckman, in charge of 
wholesale distribution for the Bureau 
of the Census, met with a group of 
prominent electrical wholesalers in 
New York City and discussed the 
preparation of a special Census re- 
port to be devoted entirely to the 
wholesale electrical trade. 
ELECTRICAL WHOLESALING was 
privileged to review the preliminary 
manuscript of this trade study and 
offered several suggestions which 
were adopted in the final report. 
The first part of the report, which 
presents an analysis of manufactur- 
ers’ sales as reported by the Census 
of Manufacturers, is summarized in 
this article. While this data reveals 
the importance of the wholesaler as 
a major channel of distribution in 


i aor our criticism (E. 


1929, we would emphasize that the 
position of the wholesaler is even 
stronger today than four years ago. 

The balance of this report, which 
deals with wholesaler commodity 
sales, operating expenses, trading 
areas and so forth, will be reviewed 


in a later article. 
— THE EDITor. 
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N the returns made by manu- 

facturers to the Census of 
Manufacturers each plant reported 
the distribution of its sales through 
the various channels as far as the first 
step in the distribution process was 
concerned, 

Information on the distribution of 
sales by channels is available for 
1,875 plants, with an f.o.b. factory 
selling value of electrical goods 
amounting to $2,472,933,000, or 90.9 
per cent of the total production of 
such goods during the year 1929. 


TABLE 1.—DiSTRIBUTION OF SALES DuRING THE YEAR 1929 THROUGH THE CHANNELS 
INDICATED, BY SELECTED INDUSTRIES, FOR THE UNITED STATES 

















SALES AS A PER CENT OF TOTALS— 
Total To To 
selling whole- indus- 
INDUSTRY value of ||salers and trial To 
products || tomanu-| To and | house- |} Through 
(000 facturers’| retail | other hold agents 
omitted) own ers large con- and 
whole- con- |sumers|| brokers 
sale sumers 
branches 
Domestic apparatus and appliances(miscellaneous)} $25,562 81.1 13.7 4.4 0.8 5.8 
Dry batteries and flashlight cases................ 21.298 88.6 10.8 0.6 () 8.0 
Electrical storage batteries....................22- 100,744 63.5 19.8 |S ee SERS 5.9 
RES ee ere 6,311 87.1 (1) ee eae 15.5 
Ignition apparatus for internal combustion engines 22,816 67.6 12.5 19.9 (1) 1.4 
Interior conduits and fittings..................... 21,591 95.9 0.5 a See 28.8 
ee Ene 160,783 85.5 6.8 7.3 4 5.0 
SS Se ero 47,928 87.7 3.7 Sf Bere 20.3 
Refrigerators, mechanical........................ 161,538 96.6 1.2 1.4 8 (*) 
Signaling apparatus and attachments............ 19,436 5.2 5.1 Aes Pee 3.0 
Switchboards, circuit breakers, and switches... .. 39,792 15.3 9 > a eee” 9.5 
Washing machines, wringers, driers, and ironing 
machines for household use.................... 81,036 30.9 62.6 6.0 5 4.2 





























1 Combined to avoid disclosure of individual operations. 
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The sales, by distribution chan- 
nels, of these 1,875 plants was as 
follows: 


Per cent 

To wholesalers and to manufacturers’ 
> own wholesale branches...................++ 54.5 
To manufacturer’s own retail branches......... 2.7 
2 PRE ey corte (Lies ore os ee ee 7.3 
To industrial consumers (such as manu- 

facturers, contractors, railroads, 

public utilities and institutions).............. 35.1 
To household consumers...............00++0005 0.4 

nek Savure es cecdieerasinnet es cb tnecsees 100.0 


Direct sales by manufacturers to 
industrial consumers were very sub- 
stantial, amounting to 35.1 per cent 
of the total sales reported by chan- 
nels. Among those classified as in- 
dustrial consumers are manufactur- 
ers, contractors, railroads, public 
utilities, and institutions. Direct 
sales to such consumers were made 
by 875 of the 1,875 plants, 383 of 
which sold their entire output in this 
manner. 

Great variation may be noted from 
Table 1 in this method of distribu- 
tion. Plants producing signaling 
apparatus and attachments sold 89.7 
per cent of their goods direct to in- 
dustrial consumers. A very high per- 
centage of such sales (83.8 per cent) 
was also reported by the plants pro- 
ducing switchboards, circuit breakers, 
and switches. Approximately 20 per 
cent of the ignition apparatus for 
internal-combustion engines was dis- 
posed of in the same manner. How- 
ever, in the case of what may be 
termed “strictly home consumer 
goods” but small quantities were sold 
direct to industrial consumers. 

Many of the items sold to indus- 
trial consumers are semi-manufac- 
tured products intended for further 
processing, or take the form of sup- 
plies. In order to arrive at a truer 
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picture. of household consumer 
goods it is necessary to deduct from 
the total the sales that were made to 
industrial consumers. While the to- 
tal amount thus sold is not readily 
available, it is possible to deduct at 
least the sales that were made direct 
from factory to industrial con- 
sumers. When such sales are de- 
ducted from the total and the 
amounts sold through each of the 
other channels are converted into a 
percentage of the remainder the fol- 
lowing percentage distribution is ob- 
tained : 


Per cent 
To wholesalers and to manufacturers’ 
own wholesale branches...................+5- 83.8 
To manufacturer’s own retail stores............ 4.2 
iS oh a ea id aa Me ed ow nictien bec ansdecas 11.4 
To household consumers................e.20+005 0.6 
MRS a ee coann poe e ses & cuteness at ndasceucaes 100.0 


As many as 1,241 manufacturing 
plants sold some of their goods to 
wholesalers and through manufac- 
turers’ sales branches and 457 plants 
confined all of their sales to these 
channels. 


In some of the electrical indus- 
try classifications, according to Table 
1, these wholesale organizations 
handled the great bulk of the mer- 
chandise: 96.6 per cent of the total 
sales of mechanical refrigerators; 
95.9 per cent of the sales in interior 
conduits and fittings; 88.6 per cent 
of the dry batteries and flashlight 
cases; 87.7 per cent of the radio 
tubes; 87.1 per cent of the fuses; 
85.5 per cent of the radio receiving 
sets; and 81.1 per cent of domestic 
apparatus and appliances. Only two 
of the 12 industries reported less 
than 20 per cent of their sales being 
made to wholesalers or through 
manufacturers’ sales branches. 


The total volume of electrical com- 
modities sold by wholesale estab- 
lishments, according to the schedules 
on which such commodities were 
listed, was $2,423,624,000. Of the 
total amount reported 89.7 per cent 
was sold through wholesale establish- 
ments operating in the electrical 
trade, i. e., specializing in the dis- 
tribution of electrical commodities. 
Next in importance is the machinery, 
equipment, and supplies (except elec- 
trical) trade, with three per cent of 
the business; the automotive trade 
and the hardware trade, each with 1.8 
per cent of the sales ; and the remain- 
ing 3.7 per cent of the sales of elec- 
trical commodities being distributed 
over a number of trades. 
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TABLE 2.—SALES OF SPECIFIED ELECTRICAL COMMODITIES, BY TRADE AND 
Tyre oF ESTABISHMENT—UNITED STATES: 


{Expressed in thousands of dollars] 


1929 











TRADE 


TOTAL | 





Agents 


Whole- | Manufac- 
|| sale mer-| turers’ 
Per chants sales 
Amount} cent of branches 
total | | 


All 
other 
types 





1, HOUSEHOLD APPLIANCES (NOT INCLUDING REFRIGERATOR OR RADIO DEALERS) 









































kik seceded idenevacntiinaensdeeenes $120,413 100.0 $48,121 $51,154 $8,921 $12,217 
OT SONG onic ces cdcccisiceess OS ) res: | 4.25 7.4 10.1 
pS ERS ee ee $104,340 86.6 | $35,819 $49,829 $8.296 $10,396 
Electrical goods (including appliances)... . (+ | eee 34,294 46,852 7,239 4 
—— eq —— and supplies........ ae 757 2,875 1,054 3,969 
dios and radio equipment............. 2 eros | 8 aes 3 29 
reer ey , | ee 101 A ae ee 
pS EERE RS ae A eee 6,330 5.3 | | eee 123 7 
Machinery, equipment, and supplies......... 3,007 2.5 | 2,063 776 10 158 
2. ELECTRIC MOTORS, GENERATORS, AND CONTROL APPARATU 
iiicaccneecteveicattavcssbexcoual $289,464 100.0 $51,168 | $215,872 $12,267 $10,157 
ccc ct eee Dccciukdankenvenxeeoen | J) eee 1 74.6 4.2 3.5 
f |  GRRTAEE S a  E e e $268,482 92.8 $42,663 208,919 $11,363 $5,537 
Electrical mee, including appliances... . {es 30,735 58,996 86 78 
Electrical equipment and supplies........ SS ie 10,628 149,650 10,889 5,455 
Radios and radio equipment............. _ « See | 43) 273 29 4 
Refrigerators (electric)................... Ss 7) eer 1 - , BSS 
Machinery, equipment and supplies.......... 14,222 4.9 | 5,253 5,332 569 3,068 




















INTERIOR ELECTRIC CONSTRUCTION MATERIALS (INCLUDING ELECTRIC FIXTURES) 





































































































L cichee Cuhaa ees cmees Seeeeeeubeeewees $251,446 100.0 | —_ “ $34,991 $32,149 $22,553 
“~~: RIN he a cit tlirarnce donde 100.0 13.9 12.8 9.0 
Ree ee ey ee eee $236,317 $154,476 $30,220 $30, = $21,106 
Electrical oe (including appliances)....} 119,945 || 111,688 7,277 438 
Electrical equipment and supplies........ 114,070 40,574 22,943 29, 385 20,668 
Radios and iho equipment atte 2,068 So ae |} Se 
Refrigerators (electric)........... 234 » |, ARETE 5G Aa SO ae 
pO eee ee 3,548 SE Bekentegecs 314 220 
Machinery, equipment and supplies.......... 2,399 2,052 142 150 55 
4. ALL OTHER ELECTRICAL APPLIANCES AND SUPPLIES 
. en ean ease cauae due tieens alee seen es $896,228 100.0 | —_= _ $669,109 $35,964 $19,331 
Per OURIIONIIES « « ccdicddi ands cecesets + | ere | 9.2 74.7 4.0 2.1 
I an Fol ew ite cose nnceekscctacenwets $809,092 90.3 | i $148,138 | $616,054 $29,357 #16, 543 
Electrical noe (including appliances)....} 281,420 |.......... 119,190 153,242 4,379 4,609 
= sens equipment and supplies........ SS eee | 26,891 462,416 24,466 8,895 
dios and — equipment............. ( & Beery | 1,655 35 282 2,039 
at ord eS aides waiua tenets ) RRR 402 361 - | ae 
Machinery, equipment and supplies.......... 33,881 3.8 | 9,164 19,778 4,393 546 
WSS boc Wee vk ak co dcatint vs dabbddccevees 18,245 2.0 | 5,936 11,728 574 7 
5. RADIOS AND RADIO EQUIPMENT 
EE iota rad craeeebdewaevendesen saan $597,341 | 38, me $83,701 $23,792 | $101,514 
I Os oss occ c suse scacewas | 3 dL ree 5.0 14.0 4 17.0 
a i indian badeacnssecsees comes esau $524,447 87.7 | $331,642 $74,502 21,360 $96,943 
Electrical eos (including appliances)... ry) | eee 43,440 29,500 766 7 
Electrical equipment and supplies........ ff See 1,368 1,268 1,371 165 
Radios and = ee Ere | ee 286,751 43,734 19,211 96,028 
Refrigerators (electric).................06- | ae Ra | aes | eee ae 
MRI king 660.5649 8644 te Wiwesicangseces 30,052 5.0 | 27,571 324 661 1,496 
5 0 SEED SS PRES Coe oer TS 17,303 2.9 | 16,930 115 30 228 
Furniture and house furnishings............. 7,004 je 3,243 808 1,461 1,491 
ING oc bats i'n soendeebenhsddastedecs Sy reer ee fe 501 683 
6 coc chihbaretenbddces  ' eee Be Po eweese  ) 
Musical instruments and sheet music... .. 2. ee 2,513 808 460 809 
Amusement and sporting goods.............. 6,106 1.0 1,228 4,859 14 5 
6. REFRIGERATORS 
pM Rs Te pes ts Bee OLE $120,207 100.0 $50,440 $45,823 $19,611 $4,333 
rene 100.0 aul 42.0 38.1 16.3 3.6 
| 
FRE ee ee ae ee $103,759 86.3 | $40,567 $43,261 $17,318 $2,613 
Electrical goods (including appliances)... . WM Bevecas cee 4,435 2 369 1,207 
Electrical equipment and supplies........ ( 4 eae | epee 41 125 
Radios and radio equipment............. )  y See ERP LePRR RR aber cee 
Refrigerators (electric).................... GR bon ceese 34,274 43,133 16,908 1,281 
Machinery, equipment, and supplies......... 8,327 6.9 4,737 2,200 757 633 
Furniture and house furnishings............. 1,732 1.4 | eee : 1,078 72 
WI denn cdscacs Cadets nccunwecewevaese 1,632 1.4 J | es 52 79 
SE ESS ER ies pee 1,451 1.2 | S| eee 17 81 







































WHOLESALING 


Formerly Gre Jobber'’s Salesman 





E. T. ROWLAND, Editor 


A Program for 
“VICTORY in °33” 


The major problem of the entire electrical industry is to 
secure for itself a larger share of the consumer's dollar. 


The electrical wholesaler and his salesmen occupy a key 
position in the industry's attack upon this objective. 


The electrical wholesaler and his salesmen can best assist 
in attaining this objective and thus contribute most to 
business recovery in the electrical field by: 


1. Working for the rehabilitation of electrical wiring 
and equipment in industrial plants, commercial 
buildings and homes, in cooperation with the elec- 
trical contracting branch of the industry. 


2. Acting as merchandising counselors to the retailers 
of electrical goods—recognizing that their own 
sales are dependent upon the merchandising ability 
of the sales forces of these dealers. 


3. Taking an active part in all local cooperative sales 
and promotional activities. 


Range 
Rentals 
ECENT conversations with wholesalers, contractors, 
manufacturers and trade association executives re- 
veal widespread disapproval of the range rental plan 
introduced a few months ago by the Hartford Electric 
Light Co. 

There appear to be two very sound reasons for this 
disapproval. In the first place, the wholesaler was 
by-passed in the case of Hartford and there is danger 
that this precedent will be followed should the plan be 
adopted by other utility companies. This violates the 
principle which has been stated many times on this page 
—that “utilities should recognize wholesalers as their 


logical source of supply for both wiring materials and 
appliances”. 

In the second place, the Hartford plan violates 
another principle which has frequently been set forth 
in these columns—that “utilities should adopt merchan- 
dising practices which do not deny other branches of 
the electrical industry an open market for the sale of 
incandescent lamps, domestic appliances, ranges, radio, 
refrigeration and all other electrical appliances and 
equipment which is no longer in the pioneering stage”’. 

When a single manufacturer connives with the utility 
to “corner” more than his share of any local market, 
that territory no longer affords an “open market’’ for 
other range manufacturers, their distributors and 
dealers. 

The phenomenal success of the electrical industry 
in merchandising the electrical refrigerator is due not 
alone to cooperative sales promotional efforts. It is 
primarily due to the fact that the utilities did not 
attempt to “hog” their local markets with a single make 
of box. They maintained an open market for refriger- 
ators and thus made possible the successful sales activi- 
ties directed by the Refrigeration Bureau. Had the 
utilities attempted to put refrigerators on their lines 
on a rental basis it would appear most improbable that 
the leading refrigerator manufacturers could have built 
up their present distributive organizations. 

The simultaneous installation of several hundred 
rental ranges is bound to result in a rush of orders for 
switches, cable and other wiring materials. It may also 
result in a temporary spurt in the sale of better ranges. 
It should be recognized, however, that this is one-time 
business and that manufacturers, wholesalers, contrac- 
tors and dealers are primarily interested in an orderly 
development of the range market; in the number of 
ranges which will be sold and installed next year and 
the year after. 

We may logically expect that the manufacturer who 
secured an order for 500 ranges from the Hartford 
utility will aggressively seek similar orders in other 
cities. The Hartford plan has already been extended 
to the Middletown and New London divisions of the 
Connecticut Power Co. There are rumors that the 
utilities in Detroit, Kansas City and in many smaller 
communities are seriously considering range rentals. 

Thus, in spite of the fact that the National Electric 
Cookery Council has not seen fit to endorse the Hart- 
ford plan, there is a grave danger that it will be copied 
in other territories. This calls for organized opposition. 

While the individual wholesaler may look upon 
rentals as a menace, he dare not openly oppose his 
local utility. If he does, he fears he will lose whatever 
share of the utility’s supply and appliance business he 
may now enjoy. The same is true of the contractor 
who does not want to jeopardize his share of the work 
of installing ranges, likewise it is true of the dealer 
who wants to hold the good will of the utility’s mer- 
chandising department. 
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Therefore, in those cities where opposition becomes 
necessary, collective group action appears to offer the 
most effective method. Never have the utilities been 
more sensitive to trade relations than today, They will 
lend a ready ear to the organized protests of the other 
branches of the local electrical industry. And, col- 
lectively, wholesalers, contractors and dealers can pro- 
test against a policy of range rentals without fear of 
jeopardizing their individual relations with the utility. 

Such local opposition will receive needed support 
if the three national associations, N.E.W.A.,. N.E.C.A., 
and N.E.M.A. go on record at their next conventions 
as opposing range rentals by utilities. It is our hope 
that they will each see fit to take such action. 
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Adequate 
Wiring 

RESENT indications point to little new construction 

for some time to come. In the meantime, manu- 
facturers, wholesalers and contractors must live and, 
in order to live, they must sell. Manufacturers and 
wholesalers must sell wiring materials. Contractors 
must sell wiring jobs. The market is mostly limited 
te existing buildings; to the re-vamping of existing 
wiring and to the sale of additional wiring. It includes 
factories, commercial and public buildings and homes. 

Frank Rae, in this issue, tells how the contractor 
can use new wiring devices as leaders to sell additional 
wiring in the home. The immediate opportunities in 
this field are tremendous. Over 20 million wired homes 
in the United States and only a few thousand, at the 
most, are adequately wired. What a boom the elec- 
trical supply industry would experience if the millions 
of under-wired homes could be brought up to the in- 
dustry’s standards of wiring adequacy! 

No longer is it necessary to argue as to what con- 
stitutes adequacy in home wiring. As the result of a 
Joint Industry Conference held last year, we now have 
“Adequacy Wiring Standards for Residence Build- 
ings”. These standards have been endorsed by the 
national associations representing wholesalers, con- 
tractors, electrical and lighting fixture manufacturers, 
utilities, inspectors, illuminating engineers and by the 
Society for Electrical Development. They are “offi- 
cial” in every sense of the word. 

These standards provide a definite objective to strive 
for in every wiring job. But they will bring no returns 
unless selling effort is put behind them. And it is by 
no means necessary to wait upon a national industry 
campaign designed to do a mass selling job on ade- 
quate wiring in the home. 

Wholesalers may obtain copies of these standards 
from the N.E.W.A. They can see that their contractor 
customers are provided with copies. They can tell 
their contractors how Frank Rae successfully sold 12 
out of 12 prospects by using a new device as a leader. 
And they can live with their contractors and keep 
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hammering away on the idea until, one by one, these 
contractors go out, sell a few jobs, and thus prove to 
themselves that Ir CAN BE DONE. 
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Appliance 
Margins 


E hope that every local group of electrical whole- 

salers will follow the example of the Mohawk 
Valley Club and go on record as to the minimum gross 
margins which they must have if they are to operate 
at a profit. 

The Mohawk group, which includes nearly every 
electrical wholesaler in New York State between Kings- 
ton and Buffalo, has expressed its belief that the 
wholesaler requires a minimum margin of 10 per cent 
on all direct shipments and that, on appliances, the 
dealer should be provided with at least a 40 per cent 
discount, with a minimum additional discount to the 
wholesaler of 20 per cent. 

The old-line brands of appliances have never been 
profitable to the wholesaler for the reason that their 
manufacturers have failed to provide him with an ade- 
quate spread. It is high time that the wholesaler rebelled 
against those manufacturers who expect him to promote 
their products purely for the glory of their franchise 
and without hope of financial reward. 

For many years the wholesaler has been a good 
soldier. He has remained loyal to his appliance manu- 
facturer. He has carried adequate stocks. He has 
labored under a slow turnover, due to the excessive 
number of items in the manufacturer’s line. He has 
taken his losses on obsolete numbers. He has developed 
dealers and, in general, put forth real sales effort. And 
he has done all this on a gross margin that, in many 
cases, has been as low as 10 per cent. In other words, 
for performing all of these services the manufacturer 
has seen fit to reward the wholesaler with a compensa- 
tion far below his bare operating costs. 

Selling has become the major function of the electrical 
wholesaler, although he continues to perform the ware- 
housing and credit functions of the old-time jobber. 
The time has passed when the appliance manufacturer, 
or any other manufacturer, can expect the wholesaler 
to do this three-fold job on a warehouseman’s com- 
pensation. 

Fortunately, within the past few years, a few new 
manufacturers have entered the appliance field and have 
brought with them a new perspective. One of this group 
has stated that the wholesaler needs more than a 20 per 
cent margin if he is to make money on small appliances. 

It remains to be seen whether the old-line appliance 
manufacturers will adopt the policies of their younger 
competitors, or whether they will remain bound by the 
shackles of tradition and then, when it is too late, wake 
up to the fact that they have lost their distribution ; that 
their wholesalers have deserted them and have taken on 
those lines which afford them adequate compensation. 
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Views of Our 


Readers 





Favors 2°/, Cash Discount 


To THE EpirTor: 

I am very glad you are taking up this 
matter of uniform cash discounts and 
hope you can get some concerted action 
on the part of all wholesalers engaged 
in the electrical supply business. I have 
discussed this subject at length with our 
credit department and the views given 
herein are based largely on the experi- 
ence of our credit manager over a con- 
siderable length of time. 

Answering your questions generally 
in the sequence you have asked them, 
we favor a uniform discount of two per 
cent rather than a variety of discounts 
such as %4 of one per cent on wire up to 
five per cent on conduit. We believe 
2 per cent is a sufficient inducement for 
prompt payment and if we allowed a 
5 per cent cash discount on all invoices 
there would be more of an inducement 
to some customers to take unearned dis- 
counts for it would seem to them too 
much to lose even though they did not 
have the money to pay by the expiration 
of the discount period. 

If the variety of discounts now used 
could be eliminated and a uniform two 
per cent discount used on all invoices, 
the total discount in the course of a year 
for an account making nearly all pur- 
chases from one source would not be 
greatly changed, and the convenience 
to both buyer and seller would be very 
noticeable, especially if the two per cent 
could be taken semi-monthly. 


We favor the semi-monthly discount 
plan; that is invoices from the lst to 





"Victory in '33": Our representative 
called on the F. D. Lawrence Electric 
Co., Cincinnati, O., the day after a suc- 
cessor to Mr. Lawrence was named and 
had the opportunity of congratulating 
the new head of the firm, A. S. Reich- 
man, who 29 years ago joined the com- 
pany as a bookkeeper and later became 
treasurer. 
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the 15th payable on the 25th and in- 
voices from the 16th to the 3lst payable 
on the 10th of the following month. We 
believe this would be more satisfactory 
to the average account and there would 
be less inclination on the part of the 
buyer to take unearned discounts. The 
10-day discount period invites violation 
because it is quite a task for a small 
dealer who does his own clerical work 
to keep his records so he can pay each 
invoice on the exact date as it is due 
for discount. The majority of our cus- 
tomers, except public service com- 
panies, are small dealers. 

Merchandise billed net 30 days with 
discount the 10th prox. for all invoices 
from the Ist to the 3lst gives the buyer 
the privilege of deducting discount on 
his purchases made the first 10 days of 
each month, even if the 30-day period 
has passed, and it is unfair to the cus- 
tomer who pays all of his invoices 
within 30 days and does not take the 
discount. Of course, regardless of what 
discount terms may be adopted, there 
will always be those who violate the 
discount rules just as they abuse credit 
extension, claims for shortage, and the 
matter of returning merchandise. It 
seems reasonable to think, however, that 
a uniform cash discount might greatly 
reduce the trouble occasioned by buyers 
taking unearned discounts, especially 
where the buyer makes his purchases 
principally from one source. 

Ten or 12 years ago, nearly all fac- 
tories had from three to five merchan- 
dise discounts (not cash discounts) 
something like this :—$25 per hundred, 
less 25—10—17™%; or $36 less 5—32% 
—5—5 per cent. Our invoices to buyers 
showed similar discounts. We had to 
have a discount schedule made up to 
show what multiplier to use for all of 
these numerous discounts. Fortunately 
this has now, with few exceptions, been 
discontinued and merchandise is billed 
at a net cost by both factories and our- 
selves. No one can estimate the amount 
of unnecessary work this saves except 
someone who has actually done the fig- 
uring day after day. If it can be done 
the variety of cash discounts we now 
have should be discarded along with the 
old trade discounts and something new 
adopted that would save time and 
trouble. 

Please pardon the length of this let- 
ter, but the subject “Uniform Cash Dis- 
count” is a big and troublesome prob- 
lem and we believe the solution needs 
the concerted action of all wholesalers 
in kindred lines. Besides that the co- 


operation of the factory is needed be- 

cause wholesalers cannot give away dis- 

counts they do not receive from the 
manufacturers. 

ALLAN D. GRAHAM, President, 

Tri-State Electric Co., 

Sioux Falls, S. D. 
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Walter Bieringer Tells About 
Business Conditions in Europe 


To THE EpiToR: 

I have just returned from my Euro- 
pean business trip, having covered Eng- 
land, Holland, Germany, Austria and 
France. Conditions in England were 
very much better than I thought they 
would be. The business people are very 
optimistic and are very confident. The 
electrical business there had been at a 
standstill due to the fact that they also 
had done too much construction work 
several years ago, but during the past 
few months, business has been on the 
up-turn. Of course, France is very 
much better off than any of the other 
countries I covered and have less un- 
employment there than any other nation, 
and business seems to be much better 
than what one would expect during 
these times. 

Of course, the conditions in Germany 
and Austria are very uncertain at pres- 
ent, but most people fail to realize the 
fact that there is a revolution going on 
in Germany and no one really knows 
what the outcome of it will be, so far 
as business there is concerned. Travel- 
ing in Germany is no pleasure at this 
time unless one takes a particular de- 
light in seeing lots of brown shirts with 
revolvers on the hip. As bad as business 
conditions might have been here in the 
United States during the past year or 
two, after what I saw in Central Europe 
the Statue of Liberty looked like the 
height of prosperity to me upon my 
return. 

Watter H. Brerincer, Vice-president, 
Plymouth Rubber Co., Inc., 
Canton, Mass. 


Vv 


R.M.A. Advocates 
New Receiving Set Design 


Development of an entirely new style, 
or type, of receiving set design, radi- 
cally different from the general con- 
sole and midget models, is being given 
serious consideration by many radio 
industry leaders, according to a recent 
R.M.A. bulletin. Success of many 
other industries in developing radical 
new designs or types for their products, 
such as the new streamline departure 
in automobile bodies and radiators, has 
developed wide discussion of the sales 
possibilities of a new design of radio. 


ELECTRICAL WHOLESALING 

















VICTORY in '33 


Electrical Wholesaling's Nation-Wide 


Sales Drive to Stimulate Recovery | 


March Prize Winners 


$10.00 Prizes 




















Re as Ab tS Capitol Electric Supply Co., Lansing, Mich. 
LEN LAOS PENN Joseph Kurzon, Inc., New York City 
REE OR Ie eee PER enone te Graybar Electric Co. Houston, Tex. 
ae Revere Electric Co., Chicago, Ill. 
L. M. Sprague RP DADO IIe SAE 5 SE RD SS Geo. H. Wahn Co., Boston, Mass. 
Be Thompson ek Sh pI REN II AT LES: Ie aN Reichardt Electric Co., Houston, Tex. 
rel ERIE ee SE a vnee MeO Bh C. S. Mersick & Co., New Haven, Conn. 
I oi cuss cde csigtieicespannllvdeiitianans condita iiuaoialbunian tl Revere Electric Co., Chicago, Ill. 
TOTES SNA MO Westinghouse Electric Supply Co., St. Louis, Mo. 
ic sec ncepeniacscotnearnpnsgeoseitidaeapibecaneaalllgtnaeneelial Graybar Electric Co., New York City 
2 8 RE ree PEON neo SRE Tae Iron City Electric Co., Pittsburgh, Pa. 
C. F. Phillips RPE D EE PTT CTR AaeR Eee Co aR MRP eee Graybar Electric Co., Chicago, Ill. 
ER ne Pe ee F. D. Lawrence Electric Co., Cincinnati, O. 
ee Ae IR aac cncns case neers Dipl ence Allen Electric Co., Cleveland, O. 
J. R. Canning SI OY SP MOR Te Elliott-Lewis Electrical Co., Philadelphia, Pa. 
nea a tininsaniniicinpimienvcptentanasmmenmeiale Westinghouse Electric Supply Co., Houston, Tex. 
SOLE TE EE TRL NTS Madison Electric Co., Detroit, Mich. 
5 EEE DC RENT Oe CORTE ET eT Graybar Electric Co., Chicago, Ill. 
OI adie onto nesonainemeniconigingsiaionannsinapel General Electric Supply Corp., Pittsburgh, Pa. 
| Re OR ET EO aT aS Price Electric Supply Co., Pittsburgh, Pa. 
$5.00 Prizes 
L. B. Merrefield..__. no en teas dichasnadicoerengaaeiaaaa Englewood Electric Supply Co., Chicago, Ill. 
SS eae ees ee ew nS ee RL. Joseph Kurzon, Inc., New York City 
NRE Te TR HON ey oy Tidewater Electric Co., New York City 
og oh, SO RRCE DEE DEOTO See ee Baitinger Electric Co., New York City 
4 ES SAC OE? ec eRe Pres Baitinger Electric Co., New York City 
a enn | eM ner eT Frankelite Co., Cleveland, O. 
8:2 Sahicnihwascisn<oaieahdaph kane enlon haan Garfield-Elliott Electric Co., New York City 
ik siccks kansas shone Spneserahipitiaet china acaatigalaal Interstate Electric Co., Shreveport, La. 
lie ciantirtcasinlnitinciinieeianneemeibinals -Hyland Electrical Supply Co., Chicago, Ill. 
ee E _ EE E _W estinghouss Electric Supply Co., Grand Rapids, Mich. 
II iis ici Ge a ee Baitinger Electric Co., New York City 
gh EOE IE ACSI ARE OT ......George H. Wahn Co., Boston, Mass. 


April winners will be announced next month 
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Lines Entered in May Contest 


Arrow-Hart and Hegeman Electric Co. 

“Arrow” and “H & H” wiring devices, cord 
sets, illuminated house numbers, antenna sys- 
tems, enclosed and motor starting switches, etc. 


Benjamin Electric Mfg. Co. 

Industrial lighting equipment including reflec- 
tors for all purposes, flood lights, projectors, 
etc. 


Benson Co., Inc., Alex R. 
“Yager” soldering salts. 


Bryant Electric Co. 
“Bryant” and “Hemco” wiring devices, plural 
plugs, cord sets, fuseless load centers, etc. 


Bussmann Manufacturing Co. 
“Buss” Super-Lag fuses. 


Colt’s Patent Fire Arms Mfg. Co. 
“Colt-Noark” line of safety switches, fuses and 
cut-out boxes. 


Couch Co., Inc., S. H. 
“Couch” telephone and signal equipment, “Pair- 
fones,” Blake staples. 


Curtis Lighting, Inc. 

“X-Ray” reflectors, “CurtiStrip,” 
floodlighting projectors and complete line of 
standard commercial indirect lighting fixtures— 
also “X-Ray” reflectors and equipment for spe- 
cial lighting effects. 


Fretz-Moon Tube Co., Inc. 
“Enamelite,” ‘Electro Galvite’” and 
Dipped Galvite” rigid conduit. 


“Hot 


General Cable Corp. 
Complete line of electrical wires, cables and 
splicing materials. 


General Electric Co., Nela Park. 
“Mazda” lamps for homes, offices, factories, etc., 
also “Photoflash,” “‘Photoflood” and Sun lamps. 


General Electric Vapor Lamp Co. 
“Neon Glow” lamps for night lights, pilots, exit 
lights, signals, etc. 


Hamilton Beach Mfg. Co. 

“Hamilton Beach” appliances, including vacuum 
cleaners, food mixers, vibrators, hair dryers and 
sewing machine motors. 


“X-Ray” : 


Ideal Commutator Dresser Co. 
“Ideal” wire connectors, thread lugs, wire strip- 
pers, fuse clamps, fuse reducers, fuse pullers, 
portable blowers and suction cleaners, commu- 
tator stones, grinders, mica under-cutters and 
saws, armature winder tools, etc. 


Jefferson Electric Co. 

“Jefferson” door bell, signal, neon, control, igni- 
tion, radio, sun lamp, street lighting, and toy 
transformers; renewable and non-renewable 
fuses, plug and glass fuses, switch and outlet 
boxes, cutout bases and clips, mercury switches, 
and Ozonators. 


McGill Manufacturing Co. 

“Levolier” switches, “Loxon” lamp guards and 
portables, “Crescent” coloring fluids and solder- 
ing fluxes. 


National Electric Products Corp. 

Complete line of “National” wires and cables, 
ABC cable, rigid and flexible conduit, metal 
moulding, fittings, etc. 


Okonite Co. 
“Panther” friction tape and “Dragon” rubber 
tape only. 


Plymouth Rubber Co., Inc. 
“Slipnot” friction tape and “P.R.” splicing com- 
pound. 


Reliance Automatic Lighting Co. 

Complete “Reliance” line of time switches, in- 
cluding the “Reliance”, “Racine”, “Ace” and 
“Badger” models. 


Steel and Tubes, Inc. 
“Steeltubes” thin wall rigid conduit and fittings. 


Thompson & Son Co., Henry G. 
“Milflex Duplex” hack saw blades, designed 
especially for electrical use. 


Trumbull Electric Mfg. Co. 

Complete line of Circle “T” safety switches, mo- 
tor starting switches, panel boards and switch- 
boards. 


Wagner Electric Corp. 
“Wagner” fans, motors and transformers. 


Wiremold Co. 

“Wiremold” metal raceway, lighting strip and 
fittings, “Wireduct” electrical and automotive 
loom, “Wireflex” non-metallic sheathed cable, 
“Wiremold Wire Nuts” solderless connectors. 
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It Is Easy to Take Part i 


“VICTORY in °33” 


All salesmen of electrical wholesalers are eligible and no advance registration is 


necessary. 


Use blank on page 24 for reporting your sales, or you may use your own company’s 


letterhead. 


Report total sales for the month, in dollars and cents, on the products of any of 
the manufacturers listed on the opposite page. 


Report sales for each manufacturer separately. 


Report for as many manufacturers as possible, even if your sales on some lines are 


small. Small Totals May Win a Prize. 


Have your report countersigned by your sales manager or by an officer of your 


company who has such authority. 


Your report for May must be mailed to reach Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago, on or before June 15, 1933. 


April winners will be announced in the June issue of Electrical Wholesaling. 


CONTEST RULES 


1. Separate contests will be held each month from 
January to June inclusive. 


2. Only the lines of those manufacturers whose 
advertisements appear in each issue of Electrical 
Wholesaling will be eligible for prizes for that 
month. 


3. A cash prize will be awarded each month to the 
wholesaler's salesman who reports the largest vol- 
ume of sales of the products of each of these 
manufacturers. One prize for the line of each 
manufacturer; $10 if his advertisement is two- 
thirds of a page or more, $5 if it is one-third or 
one-sixth of a page. Lines of advertisers using 
less than one-sixth page will not be eligible. 


4. Each contestant can win only one prize in any 
one month. If a salesman is high man, in the 
same month, on the lines of two or more manu- 
facturers, he will be awarded the prize for the 
line on which his sales are greatest. The prizes for 
- the other manufactuzers’ lines on which he is also 


high man will go to the runner-up, or next high- 
est man. 


5. A salesman is ineligible to compete on any 
manufacturer's line after he has already won a 
prize on that line, but may compete in succeed- 
ing months on the lines of all other manufacturers 
on which he has not previously been awarded a 
prize. 


6. In case of a tie, the full cash prize will be 
awarded to all tying contestants. 


7. All salesmen of the authorized distributors of 
each manufacturer are eligible for the prizes 
awarded on that manufacturer's products. 


8. Each winner will receive, in addition to the 
cash prize, a gold "Victory in '33"' lapel button. 


9. Contestants whose reports indicate an out- 
standing sales performance but who fail to win 
a cash prize, will receive a silver "Victory'’ emblem 
in recognition of their achievements. 
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More Winners of C 


ash Prizes 


Tell How They Did It 


Finds New Use for Old 
Product 


Please accept my sincere thanks for 
the check and gold button enclosed in 
your letter of the 18th, advising me that 
I was a first prize winner in the “Vic- 
tory in ’33” contest. 

The success attained in selling “Cur- 
tis Lighting” was the result of creating 
a new use for their products. The co- 
operation extended me by I. M. Kirlin, 
the local representative, was a big fac- 
tor in putting over the several deals 
that spelled “Victory.” 

New uses for old products under the 
present economic conditions is the one 
big way of helping to keep up with the 
“bogey.” 

S. P. Ecclestone, 
Fife Electric Supply Co., 
Detroit, Mich. 


v 
Is "All for the Contest" 


Your check which came this morn- 
ing with the announcement that I won 
your monthly prize on the Ideal Com- 
mutator Dresser Co. line is greatly ap- 
preciated. 

The “Victory” contest gives me an 
opportunity to extend special interest on 
the lines entered and advertised and I 
will try to make the most of the infor- 


mation presented by the manufacturer 
entered in it. 

The check and the button are greatly 
appreciated and I am all for your con- 
test. 

C. D. HuMMEL, 
Baitinger Electric Co., Inc., 
New York City. 
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"Sell Everything for the Job" 


Many thanks to ELEcTRIcCAL WHOLE- 
SALING for the opportunity to compete 
for extra compensation. My General 
Cable products sales for March were 
high, also the materials that are used 
with them. 

Some salesmen will say “Why fool 
with weatherproof wire sales which 
carry so little profit ?” 

The average salesman that feels this 
way doesn’t realize that, where weather- 
proof is sold, line hardware, transform- 
ers and metering equipment is also sold. 

Bearing this in mind, the door is 
opened for other business when selling 
weatherproof wire, and in nine out of 10 
cases other material is ordered when 
weatherproof wire is ordered. 

My motto is “Sell everything for the 
job.” 

H. A. STEINMEYER, 

Westinghouse Electric Supply Co., 

St. Louis, Mo. 





Benjamin Electric Mfg. Co. 
a ETE eA ae eee ee 
C. M. Rowland... ee 


M. Rieman 


Hamilton Beach Mfg. Co. 


Steel and Tubes, Inc. 





March Winners of the Extra Prizes 
Offered by Manufacturers 


_....George H. Wahn Co., Boston, Mass. 
Nelson Electric Supply Co., Tulsa, Okla. 
J. F. Mesten.........-...0 Doubleday-Hill Electric Co., Pittsburgh, Pa. 
ST Hyland Electrical Supply Co., Chicago, Ill. 


CW, Glog... ReQua Electrical Supply Co., Rochester, N. Y. 
© BOG 


W. C. Morrell.._California Wholesale Electric Co., Los Angeles, Cal. 
Walter Firman... Crescent Electric Co., Detroit, Mich. 


City Electric Co., Syracuse, N. Y. 
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Striving to Out-do Each 
Other 


I was pleasantly surprised to find in 
the mail a check for our Mr. Connelly 
and another one for our Mr. Prial, as 
winners in the March “Victory in ’33” 
contest. 

I am highly elated at the success our 
men are making of this contest, and 
can only explain this by the fact that 
our men have become particularly en- 
thused over the idea and each one is 
striving to out-do the other. 

Will you please accept my thanks for 
having started this campaign as it has 
given us the opportunity to check our 
weaknesses in our past selling efforts, 
through concentration on the items that 
you have listed. 

H. H. Porteck, Sales Manager, 
Joseph Kurzon, Inc., 
New York City. 


¥ 
Picked a High Profit Line 


I am very glad to hear that I am sec- 
ond highest on Hamilton Beach clean- 
ers. About the only thing I can say 
regarding Hamilton Beach sales is that 
I noticed all the other wholesalers’ 
salesmen were selling No. 14R.C. wire 
and small electrical items on which, of 
course, there is no profit and the sales 
are small. Hence I decided to put some 
effort behind cleaners, where there were 
possibilities for both volume and profit. 

E. M. RusseELt, 
Schuster Electric Co., 
Cincinnati, O. 
v 


"Start Early and Keep at It" 


Please accept my thanks for the 
“Victory in ’33” cash prize on Arrow 
products. 

There isn’t very much I can tell you 
about my sales efforts, other than that 
a salesman must keep in constant touch 
with his customers, keeping them lined 
up and, mainly, getting the cooperation 
from his house. In this I am _ for- 
tunate to be with Joseph Kurzon, Inc., 
as it surely is the “House of Service.” 
My motto is “Start early; keep at it.” 

Yours for “Victory in 33”, 
ALBERT STERN, 

Joseph Kurzon, Inc., 
New York City. 
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A. Frank Hamm 
Graybar Electric Co. 
Dallas, Tex. 


Wins His Second Prize 


Thanks very much for your “Vic- 
tory” button and check for $10 as high 
man on National Electric Products for 
the month of March. This is the sec- 
ond prize I have won, as the first one 
covered Okonite products in January. 

It is a privilege to be connected with 
a company such as the F. D. Lawrence 
Electric Co., who are distributors for 
such an outstanding line as National 
Electric Products. By constantly put- 
ting over the story to my industrial 
and contractor customers, of the ex- 
clusive features of “Firestop” wire and 
“Sheraduct” conduit, 1 am able to keep 
them “Firestop” and “Sheradized” 
minded. When any improvements are 
being made in industrial plants, or jobs 
being done by contractors, their first 
thought when placing orders is “Fire- 
stop” and “Sheraduct.” 

I am 100 per cent for this Victory 
Contest. 

L. B. STauBAcH, 
F. D. Lawrence Electric Co., 
Cincinnati, Ohio. 


v 
Has Built Repeat Business 


Thank you for your check and gold 
lapel button.. I am especially pleased 
to be the prize winner on the Milflex 
hack saw blade line. In the time that I 
have sold this line of hack saw blades 


Thos. B. Watkins 
L. A. Woolley, Inc. 
Buffalo, N. Y. 


C. A. Kossick 
C. S. Mersick & Co. 


New Haven, Conn. 


I have built up a nice volume of repeat 
business that continually comes in from 
contractors who know, in doing busi- 
ness with our company, that we distrib- 
ute only the best of products and who 
also appreciate a good hack saw blade 
that is properly brought to their atten- 
tion. 

Keep on the good work you are doing 
and you can count on my continued par- 
ticipation in your contest. 

E. J. DriTscHEL, 
Baitinger Electric Co., Inc., 
New York City. 


Vv 


Studies Customers’ Needs 


It is with much pride that I acknowl- 
edge receipt of your check for $10, to- 
gether with a “Victory in ’33” gold 
lapel button awarded me for my sales 
during March on Clifton products 
which resulted in my being high man. 

I contribute my good showing in this 
contest to the fact that, in order to 
accomplish the results you desire, it 
necessitates close application to the cus- 
tomer’s needs, which I always endeavor 
to do. 

Here is hoping more prizes will be 
coming my way. 

J. R. THompson, 
Reichert Electric Co,. 
Houston, Tex. 


W. C. Bohling 
Tidewater Electric Co 
New York City 


H. A. Steinmeyer 
Westinghouse Electric 


Supply Co. 
St. Louis, Mo. 


Praises Manufacturer's 
Policy 

Thanks a lot for prize check on the 
Steel and Tubes line. 

It certainly is a pleasure to sell the 
lines of manufacturers who do not 
overcrowd each territory with distrib- 
utors and have a strict wholesalers’ 
policy. 

This overcrowding causes much of 
the price cutting today and finally all 
distributors’ salesmen lose interest in 
the lines thus handled. 

Yours for “Victory in 733”, 
W. A. PERKINS, 
George H. Wahn Co., 
Boston, Mass. 


v 
Appreciates Air Mail Check 


Your $5 check came by air mail this 
morning with the announcement that I 
was high man reporting on General 
Electric vapor lamps. You are the 
only people to send me a check by air 
mail recently and it is much appreci- 
ated. 

You can count on my continued par- 
ticipation and interest in the manu- 
facturers’ lines entered in your contest. 

Ws. P. Scumitrt, 
Baitinger Electric Co., 
New York City. 





Jos. J. C. Devantry Wm. P. Schmitt L. B. Staubach 
Tidewater Electric Co. Baitenger Electric Co. F. D. Lawrence Electric Co. 
New York City New York City Cincinnati, Ohio 
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W. S. Barclay 
ReQua Electrical Supply 
Co., Rochester, N. Y. 


P. D. Demsey 
George H. Wahn Co. 
Boston, Mass. 
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J. F. Heaton 
Doubleday-Hill Electric 
Co., Pittsburgh, Pa. 


Sells Quality Products 

The writer wishes to take this op- 
portunity of saying in connection with 
the cash prize and the “Victory in ‘33” 
gold lapel button, that this award is en- 
tirely due to the high quality of Okon- 
ite products. 

In this particular effort, a sales talk 
and demonstration showing just what 
comprised the Okonite material was 
probably more responsible than any 
other fact for this order being placed. 
The brand Okonite has always made an 
indelible impression in my memory and 
I always make it a point to mention 
this particular brand throughout my 
entire territory. 

I, of course, am pleased to learn that 
my efforts resulted in being chosen as 
high man for this territory, and I want 
to extend to your organization my sin- 
cere thanks for making it possible to 
compete and finally be awarded. 

J. J. Greenway, 
Allen Electric Co., 
Cleveland, Ohio. 


v 
Promises "No Let Up" 


I wish to extend my thanks and ap- 
preciation for the “Victory in ’33” 
lapel button which I am proud to wear. 

I also want to thank you for the prize 
for the extra effort put forth in the 
February sales contest. There will be 
no let up in sending in reports each 
month during the contest and it is my 
aim to get that old prize in the bag 
each month. 

L. A. GRAND, 
Lindley Electric Supply Co., 
Philadelphia, Pa. 


v 


Watches Dealers’ Displays 


Our representative, Sam Sudak, ac- 
knowledges with thanks, receipt of 
your check for $5.00 for the March 
Victory Campaign Contest. I think 
that Mr. Sudak’s success in selling the 
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Emory L. Puckett 
City Electric Co. 
Syracuse, N. Y. 


Albert Stern 
Joseph Kurzon, Inc. 
New York City 


electrical material is due in large part 
to the fact that he is constantly help- 
ing the dealers in their sales efforts, by 
seeing that their merchandise is always 
properly displayed. 


E. J. Ruetu, Purchasing Agent, 
Frankelite Co., 
Cleveland, Ohio. 
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Advertising Creates 


Acceptance 


I am afraid that selling enough Ben- 
jamin products to make me a winner 
of third prize in their contest was 
easier than writing this letter to tell 
you how I did it. 


Perhaps the greatest factor that con- 
tributed to my being able to obtain 
these orders was the acceptance which 
the Benjamin Co..has created for its 
products by advertising in ELECTRICAL 
WHOLESALING and other magazines 
and by building products in which I 
have confidence. 

Emit HACKEL, 

Wetmore-Savage Electric Supply Co., 

Boston, Mass. 
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Is All 'Pepped Up." 


No one can realize how overjoyed I 
was this morning when informed of 
being a winner in the “Victory in ’33” 
sales contest. 

Really, it was easy—little did I ex- 
pect to win any -of the prizes and I 
must say it was quite a surprise. 

It only goes to show that one must 
keep on pegging and trying which, 
after all, produces results. 

May I express my heartist appreci- 
ation and thanks to you and the Hamil- 
ton Beach Mfg. Co. I assure you it 
has pepped me up to.go after some 
of the others. 

Emory L. Puckett, 
City Electric Co., 
Syracuse, N. Y. 





E. M. Russell 
Schuster Electric Co. 
Cincinnati, Ohio 


Emil Hackel 
Wetmore-Savage Elec. 
Sup. Co., Boston, Mass. 


Never Passes a New Building 


I thank you for your congratula- 
tions and assurance of cash prize from 
the Benjamin Co., together with ‘“Vic- 
tory” lapel button. You ask me to say 
a few words just how I went about 
boosting my sales. 

One thing I always do is never pass 
a new building of any kind without 
stopping and getting full particulars. 
In this way I have been able to get 
new prospects and additional business 
in all electrical lines. 


Another way I find of increasing 
sales is to know all about the product 
you are selling and to be sold on it 
yourself. This enables you to make 
your sales talk convincing to the pros- 
pective buyer. 

J. F. Heaton, 
Doubleday-Hill Electric Co., 
Pittsburgh, Pa. 


v 
Is Working Harder Than Ever 


I very much appreciate your $10 
check and feel honored to be among 
the salesmen to be high in sales for 
this month. 


You asked me to give you something 
on how I approached the job of selling 
Benjamin material. It has been my ex- 
perience if a fellow will find out where 
there is some available business and 
will make a conscientious effort to se- 
cure it, he has a pretty fair chance, and 
with times such as they have been for 
some time, it puts it squarely up to the 
salesman now-a-days to work harder 
than he has ever worked before, and 
believe me I have done that very thing. 


Business in the great state of Texas 
is on the upgrade. We boys in the 
Graybar organization have hopes of 
winning some more prizes, as well as 
having our pictures in the rogues’ gal- 
lery before very long. 

Yours for “Victory in ’33”, 


A. FRANK Hamm, 
Graybar Electric Co., Inc., 
Dallas, Tex. 
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anufacturers Offer Sales Ideas 








Handling the Price Chiseler 
By H. V. THOMAS 


Merchandising Manager, Bussman Mfg. Co. 


When buyers keep barking “lower 
price—chisel it down—we can buy it 
cheaper—we have to cut costs” what 
can the salesman do? 

Shall he give up and let competitors 
walk out with the order—shall he run 
back to his house crying for a new low 
price—or shall he say to the buyer “of 
course you can buy at a lower price, 
but isn’t the question can you save 
money ?” 

Surely, the man who doesn’t let the 
buyer scare him with lower price talk 
is going to get more orders at a profit. 

For the salesman who uses his wits, 
it is not, as a rule, so very difficult to 
show that on most articles there are two 
distinct costs—the cost of purchase— 
and the cost of use. 


The actual dollars and cents differ- 
ence between these two costs on some 
articles is very great. For example on 
fuses there is a great difference between 
makes. Some will give the user far 
more satisfactory service than others. 
They will blow needlessly less often 
than others. They save money for the 
user by eliminating many costly shut- 
downs. 

With such reasons in mind, ready to 
use, a salesman has plenty to answer 
when the buyer arbitrarily demands a 
lower price. 
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The Pelicans Woke Up 
By L. L. BRASTOW 


Sales Manager, The Trumbull Electric 
Mfg. Co. 

Every salesman today is on the hunt 
for spots in his territory where orders 
can be obtained. We learn from reports 
that some two hundred breweries are 
scheduled to spend a total of $56,762,000 
ranging in amounts from $25,000 to 
$5,000,000, for new buildings, additions, 
alterations, equipment and repairs. 

Probably every wholesaler’s salesman 
is following those of these plants lo- 
cated in his individual territory. 

In this connection I am reminded of 
a story told of a group of Pelicans 
which lived on a California beach, and 
so long had they been fed by their fish- 
ermen friends from surplus catches of 
fish that they got into the habit of eat- 
ing without working. 

By and by the fish got so scarce that 
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the fishermen quit throwing them away 
—and the Pelicans languished. They 
had forgotten how to fish. 


Later on another flock of Pelicans 
which had not been supplied by free 
fish was let loose among these paupers, 
and they started in to work out their 
own salvation—diving and swimming 
faster, looking harder in an effort to 
get results. 


For a while the old natives continued 
to squat on their tails and mourn “the 
good old days.” They finally woke up, 
ceased watching the efforts of the new 
companions, and tried it themselves. 

This is an old story and brings out 
a point that is already a chestnut. 

There are jobs, and someone is going 
to get them—and that someone will be 
the man who keeps up his enthusiasm, 
who knows the project, and has contact. 
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The Contractor Market 
By J. W. SALADINE 


Manager, Distributor Sales, The Arrow-Hart 
& Hegeman Electric Co. 


The contractor and contractor dealer 
have always been and probably always 
will be the largest market for wiring 
devices. The building market from 
which the contractor in turn used to 
obtain his business has practically dis- 
appeared, but another market remains. 

We find from a study of the problem 
nationally that the smart, wide-awake 
contractors are still building profits for 
themselves by digging up jobs—small 
jobs, medium size jobs, different kinds of 
jobs—and that the smart wholesalers’ 
salesmen are cooperating with their con- 
tractor customers to dig up these different 
types of profitable business. This market 
isn’t as easy and as pleasant to sell as 
the former big building market. It does 
exist, however, and it is essential, if 
we are going to live as an industry, and 
succeed this year and the next few years 
to come as companies or individuals, 
that we contact this market and through 
cooperation sell it successfully and prof- 
itably. 

We have surveyed and carefully an- 
alyzed these markets which still exist 
and have endeavored to develop new 
and profitable products which will ap- 
peal to them. Use these new develop- 
ments—leaders which we have pro- 
duced for this definite purpose—to lead 
you and your contractor customers 
along the road to profit and to “Victory 
in ’33.” 


Some Timely Sales Tips 
By B. E. HOLUB 


Sales Manager, Ideal Commutator Dresser Co. 


Are you offering your customers com- 
plete fuse service? If not, you are 
overlooking a mighty good opportunity 
because, in addition to rendering serv- 
ice to your customers you are losing 
sales on items that dovetail perfectly 
with your fuse sales. This means low 
selling costs on products offering a 
good market and a good profit. 

Alert wholesalers’ salesmen are today 
selling, actually writing orders for fuse 
specialties including fuse clip clamps, 
fuse reducers and fuse pullers. All three 
of these items make fine leaders because 
of their utility. Specialties like these 
are moving and helping to take care of 
overhead, your salary and keeping your 
house out of the red. 


Have you stopped to realize that now 
while power loads are low is the oppor- 
tune time to get more business on fuse 
reducers? Don’t forget that special 
fuses and fuse links cost considerably 
more than standard sizes and that larger 
size fuses cost considerably more than 
smaller size fuses; therefore, fuse re- 
ducers very definitely pay for them- 
selves and show a big saving there- 
after. Do not overlook the fact that 
special size fuses not only mean an extra 
charge, but invariably mean a lengthy 
delay in delivery. Assist your customers 
in solving their problems and you've got 
their order in your bag. 

Fuse clip clamps are not an expense, 
but a very fine investment as they in- 
sure 100 per cent contact, prevent fuses 
from heating and burning, make a weak 
point strong, save current, save fuses, 
eliminate replacement of clips, eliminate 
shut-downs, prevent arcing at contacts 
and eliminate heating of wires and 
cables. Have you lined up your cus- 
tomers on this indispensable device? 

Fuse pullers are one of the greatest 
safety tools ever offered. They are made 
in sizes to grasp all fuses. They are 
approved as standard by safety depart- 
ments of many industrial and utility 
plants; and for convenience and safety’s 
sake, should be placed in every fuse 
box. Many of your customers are with- 
out this tool and will buy after you call 
its advantages to their attention. 

Be on the lookout for IDEAL adver- 
tisements in every issue. They will give 
you the kind of sales ammunition you 
want to help you win the prize offered 
each month on our line. 
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“VICTORY in '33” 


MAY CONTEST 


Winners will be announced in the July issue of Electrical Wholesaling 








1. Read carefully the Contest Rules 
on page 19. 


2. Only the lines of the manufac- 
turers listed below, whose advertise- 
ments appear in this issue of Electri- 
cal Wholesaling, are eligible in this 
month's contest. 


3. Through the month of May os 
your own record of sales on all proa- 
ucts of each of these manufacturers 


INSTRUCTIONS TO SALESMEN 


for whom your house is an authorized 
distributor. 


(By “'sales’’ is meant actual orders 
taken by you or credited to you from 
May | to 31 inclusive, at wholesaler's 
selling price—what you bill your cus- 
tomers—whether for May or later 
delivery.) 


4. At the end of the day, on Wed- 
nesday, May 31, add up your total 


Instructions to Sales Manager 


sales for each manufacturer and enter 
this amount in the space below oppo- 
site his name. 


5. Sign your name and the name of 
your company. 


6. Tear out the entry blank and hand 
or send it to your sales manager or 
other officer a your company for his 
approval and signature. Do not send 
it to us until it is countersigned. 


(Or to other officer of company who has authority to approve salesmen's records) 


Please check this Sales Record. If you find it correct, countersign and mail it to Electrical Wholesaling, 520 N. Michigan Ave., Chicago, Ml., 


on or before June 15, 1933 


Salesman's Entry and Report. Blank for May 


Enter your sales below. Make your figures plain. If there are cents as well as dollars, indicate your decimal point plainly. Enter no sales of 
manufacturers’ goods except those for whom your house is a regular distributor. 


Name of Manufacturer See Page 
Arrow-Hart & Hegeman 

Electric Co. 4| 
Benjamin Electric Mfg. Co. 25 
Benson Co., Inc., Alex R. 48 
Bryant Electric Co. 37 


Bussmann Manufacturing Co. Back Cover 
Colt's Patent Fire Arms 


Mfg. Co. 31 
Couch Co., Inc., S. H. 48 
Curtis Lighting, Inc. 33 
Fretz-Moon Tube Co. 42 
General Cable Corp. 39 
General Electric Co., 

Nela Park 43 
General Electric Vapor 

Lamp Co. 35 


Contestant Sign Here (Print Name) 


Your Sales in May 


Name of Manufacturer 


Hamilton Beach Mfg. Co. 2 


See Page Your Sales in May 


aininnessehintiaatisipii Ideal Commutator Dresser Co. 48 _ TE eee 

Sep Re Jefferson Electric Co. Front Cover $.n--ennnnnenee 

$ McGill Manufacturing Co. 46 Se A RS aon 
Ra National Electric Products 

ee ee ee or Corp. Front Cover ESET 
Okonite Co. (Panther and 

: eaten eminent Dragon Tapes only) 29 — er PY 

“eee: Plymouth Rubber Co. ie Meemmen teeta 

¢_..___ Reliance Automatic Lighting Co. 46 0 $_---nneoen---eeeee ne 

“hss Steel and Tubes, Inc. 27 ET 

Thompson & Son Co., Henry G. 44 Ti ccnucjalatbnantaibsace 

ioe eae Trumbull Electric Mfg. Co. 47 AS OR 

Wagner Electric Corp. 45 i vot ee oc 2 

Dsicciscninciatisbabcndel Wiremold Co. 35 ee 
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City and State 


Sales Manager Countersign Here 
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Creative Selling 
is the Keynote of 
this Benjamin Plan 


This month we are offering you a 
plan for cooperating with your choice 
contractor customers in creating new 
floodlighting jobs. 

At this time also, leading central sta- 
tions throughout the country are co- 
operating with us in conducting special 
floodlighting campaigns to gasoline serv- 
ice stations through their lighting serv- 
ice and commercial departments. 

Next to your contractors, lighting 
service departments are, undoubtedly, 
the most important contacts you can 
make. 

It will certainly be to your interest, at 
this time, and your contractors also, to 
cooperate as closely as possible with 
representatives of lighting service and 
commercial departments of the central 
stations in your territory which are con- 
ducting floodlighting campaigns. 





March Prize Winners 


Benjamin cash prize awards for the 
March contest of the “Victory in ‘'33” 
sales drive have been made to the fol- 
lowing wholesaler salesmen: 

Philip J. Knox, George H. Wahn 
Co., Boston, Mass. 

Charles M. Rowland, Nelson Elec- 
tric Supply Co., Tulsa, Okla. 

J. F. Heaton, Doubleday-Hill Elec- 
tric Co., Pittsburgh, Pa. 

M. Rieman, Hyland Electrical Sup- 

* ply Co., Chicago, Iil. 


Win These Extra 
Benjamin Cash Prizes 


In addition to the $10.00 Cash Prize 
awarded by ELectricAL WHOLESALING 
magazine to the wholesaler’s salesman 
reporting the largest sale of Benjamin 
products during the month, the Benja- 
min Electric Mfg. Company will give 
four additional cash prizes each month 
to the four next highest men. The 
awards will be as follows: 


2nd Prize $7.50 
3rd Prize 5.00 
4th Prize 5.00 
5th Prize 5.00 


Awards will be made under the rules 
governing the “Victory in ’33” contest 
of ‘this publication. 











ARE YOU USING THIS 


PLAN«<::to help your 
contractors sell floodlighting ? 





Selected List of Contractors for Floodlighting Cooperation 


Here is the Benjamin 1933 “Fight with 
Light” sales campaign to develop gaso- 
line service station and outdoor flood- 
lighting business, which we announced 
last month. 


It is a sharp-shooting, hard-hitting 
selling plan that is the answer to your 
need for getting more business now. It 
makes sales for you by opening up the 
way for your choice contractor custom- 
ers to develop new floodlighting busi- 
ness. It works hand-in-hand with your 
established policy of helping your con- 
tractors sell, 


Briefly, here is how the plan works. 
You give us the names of your contrac- 
tors who should have this plan. We 
send them the plan, saying it is being 
mailed at your request. Your contrac- 
tors give us a selected list of floodlight- 
ing prospects in their territories upon 
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whom they agree to make personal sales 
calls. To these prospects, we send a 
series of forceful direct mail pieces sell- 
ing the need for floodlighting. 


You will quickly recognize in this un- 
usual selling plan a real opportunity to 
increase your sales of floodlighting equip- 
ment, and at the same time to strength- 
en relations with your contractors. This 
plan is a rare means of impressing on 
your contractors the interest you have 
in their welfare. 


If you are not already using this plan, 
don’t lose time in getting it under way 
with the live contractors in your terri- 
tory. Ask your firm now to supply you 
with a copy of the plan portfolio, shown 
above, giving complete details of this 
selling campaign that is getting results 
in 1933. 





Benjamin Electric Manufacturing Company 


New York 


Des Plaines (Chicago Suburb), Illinois 


San Francisco 
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Trends in 


Distribution 


A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








Wholesaler Activities That Need 
Trade Association Study 


Wholesalers of all electrical products 
in a market area should unite to study 
their common problems and, in addition, 
they should support and participate in 
the work of their national trade associ- 
ation. 

Some of the activities of wholesalers 
that warrant trade association study and 
action are: 

1. Based upon a survey of markets on 
a selective marketing basis, what prod- 
ucts are available for the wholesaler 
to sell? 

2. Based upon multiple selling, cost 
accounting and selective marketing, what 
products should be sold by the whole- 
saler to retailers? to large industrial 
and utility consumers? to small con- 
sumers ? 

3. What should be the policies and 
practices of the wholesaler in purchas- 
ing? in selling? These problems involve 
margins, volume discounts, warehous- 
ing, credit, purchase terms, sales terms, 
dealer sales aids, manufacturer sales 
aids, multiple product selling, cost ac- 
counting, sales control and_ selective 
marketing. 

4. What should the wholesaler do to 
expedite market development and to in- 
stitute sales programs in a market area 
and how should he do his work in order 
to make money? 

5. How can the wholesaling group 
determine its functional field for sales 
activities and limit the work of members 
to these confines as well as force the 
manufacturer and retailer to grant the 
wholesaler his economic field in the dis- 
tribution mechanism ? 

6. What relation should the whole- 
saler have to the development of basic 
national sales policies and _ practices 
such as codes, inspection, quality of 
products, kinds of products, sales pro- 
grams. pioneering of new _ products, 
advertising and direct mail sales efforts 
and specialty distributors ? 

7. What is the policy to follow, from 
the wholesaler’s point of view as an 
economical unit in distribution with 
respect to the growth of the chain 
wholesaler, the independent wholesaler, 
the specialty wholesaler and the owned 


wholesaler so that in each area and as 
a whole the wholesaling function can 
work to best advantage in market 
development ? 

8. How can the wholesaler unite with 
dealer and manufacturer in planned 
and timed sales campaigns and in the 
creation of consumer demands? What 
should be his part in these activities ? 

9. Can the wholesaler departmental- 
ize to sell supplies, engineering equip- 
ment, lighting equipment and merchan- 
dise economically and effectively as an 
area wholesaler ? 

10. What statistics of wholesaling 
should be compiled and how should 
they be used to get rapid and economi- 
cal market development as well as to 
give the members sales control? 

Undoubtedly the wholesaler has been 
squeezed severely in the past and no 
group needs the powerful and aggres- 
sive action of a trade association more 
than this group..—L. W. W. Morrow 
in Electrical World for March 25. 
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The Task of Marketing 


The only test of good marketing is 
whether it gets goods from producer to 
consumer with as little as possible use- 
less motion and with a maximum of cer- 
tainty that, when finally added to the 
equipment of life, they will be of the right 
kind and in the right place at the right 
time. 

All the intricacies of modern market- 
ing grow out of that fundamental job. 
Market analysis, selective distribution, 
sales control, market trend study, re- 
placement rates, turn over, mark-up, 
mark-down, suggestive selling—all the 
details of modern marketing, if properly 
worked out, are means for cutting down 
waste motions and increasing the cer- 
tainty of nice adjustment of goods to 
human wants and needs. 

This statement of the task of market- 
ing may be too simple; but it gives the 
bare essentials of the job which con- 
fronts marketing men whether they are 
in sales organizations or are serving as 
advisers, or are teaching the oncoming 
generations.—From the annual address 
of Paut T. CHERINGTON, President of 
the American Marketing Society. 


Trends in Expense Control of 
Salesmen's Automobiles 


Important developments which have 
taken place in the operations of auto- 
mobiles in the sales departments of con- 
cerns employing traveling salesmen are 
covered in a special study of this sub- 
ject just published by The Dartnell 
Corp., Chicago. 

Some results that have been brought 
about through the pressure that has 
been put upon the sales department to 
reduce expenses are summarized in the 
report as follows: 

“1. A growing tendency toward a 
‘scientific’ scale of mileage allowances, 
based on the total number of miles used 
by a car during a given period—instead 
of a general flat rate. 

“2. With the introduction of the slid- 
ing allowance, there has sprung up a 
right-about-face policy in regard to the 
operation of company-owned fleets, and 
a trend to help salesmen finance the 
purchase of their own cars. 

“3. A reduction of approximately 25 
per cent in flat mileage allowances to 
salesmen who use their own cars, over 
the rates enforced prior to January 1, 
1933,.as a result of reduced railroad 
fares.” 

On this last point the survey shows 
that in general the reduction in allow- 
ances has been between 20 and 30 per 
cent. “Very few concerns report reduc- 
tions below 20 per cent” the report 
states, “and in several instances they 
run as high as 40 per cent. On a per- 
centage basis, of those concerns pre- 
viously operating on definite rates per 
mile above 6 cents, 80 per cent report 
reductions to 5 cents, while 20 per cent 
stop at 6 cents. The prevailing rate for 
light cars in compact territories, more 
or less definitely established at 6 cents 
a mile, is today much nearer 5 cents.” 
It is asserted that in low tax territory 
where roads are good the reporting 
companies indicate it is now possible to 
operate at a rate of 4 cents a mile, and 
sometimes less. 

The practices followed by various 
reporting companies are described and 
various systems of setting allowances 
are discussed in the report.—Domestic 
Commerce for March 20. 
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meet the 


Qreeiruse S 


Mr. Thomas C. Lindsay, Allen 
Electric Co., Cleveland, Ohio— 
Winner of the February Victory 
Contest on Steeltubes and now $10 
richer. 


\ 
ee can be sold even during 


times of stress. If you are skeptical ask Mr. Lindsay 
of The Allen Electric Company, Cleveland. During 
the month of February he sold more Steeltubes than 
any other salesman entered by Electrical Wholesaling 
in their “Victory in ’33” Contest. 

Ask him how he did it. Mr. Lindsay is a good sales- 
man but he gives a lot of credit to the product. “I 
worked hard,” he will tell you, “but Steeltubes is its 
own best salesman. When I showed contractors how 
Steeltubes is designed to give full electrical and me- 
chanical protection—how easily it can be cut and 
bent—how simply the joints are made—how much 
time can be saved by the elimination of threading— 
how it meets code approvals and the Government’s, 
too—well, it was mostly a case of finding prospects 
for conduit and letting them sell themselves.” 

There’s business to be had if you stock Steeltubes, 
and it’s profitable business—profitable in the sense 
of immediate sales and in the accumulation of cus- 
tomers’ good will for the future. 

Let us send you descriptive literature and a sample 
joint that will sell you on this conduit that fits present- 
day pocketbooks. 










THE MODERN THREADLESS RIGID CONDUIT 


cealsules 


Electrical Division 


STEEL AND TUBES, INCORPORATED 


CLEVELAND . OHIC 
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Activities 


N.E.W.A. 





Tue information on this page has been 


prepared for ' 


‘Electrical Wholesaling" by E. 


Donald Tolles, Managing Director, National 
Electrical Wholesalers Association, 165 Broad- 
way, New York City 








Report of Household Appliances 
Committee 


A meeting of the members of the 
Household Appliances Committee was 
held at the offices of N.E.W.A. on 
Wednesday, March 22, 1933. The meet- 
ing was attended by L. E. Latham, E. B. 
Latham & Co., New York City, chair- 
man; Herbert Metz, Graybar Electric 
Co., New York City, and R. J. Brown, 
General Electric Supply Corp., Bridge- 
port, Conn. 

W. J. Drury, chairman of the Execu- 
tive Committee, and E. Donald Tolles, 
managing director, also attended the 
meeting and took an active part in the 
discussion. 

Among the subjects considered were: 

Appliances enjoying greatest popular 
acceptance at present time. 

New Appliances. 

Condition of Inventories. 

Liquidation Sales. 

Price Situation. 

Discount Financing Facilities. 

Price Protection by Manufacturers 
on Distributor Inventories. 

Air Conditioning. 

A letter sent to various members by 
the Electrical Merchandising Joint Com- 
mittee. 

The results of these discussions were 
embodied in the following report: 

“While there is a steady movement of 
all types of appliances there has been 
nothing to indicate that much more than 
a very moderate improvement in busi- 
ness may be looked forward to during 
the next few months. Among items en- 
joying the best sale at present are food 
mixers, drip coffee makers and some of 
the very attractive new models of elec- 
tric clocks. 

“There have been very few new ap- 
pliances of any consequence placed on 
the market recently, although we are 
informed that some manufacturers have 
developed new merchandise of consid- 
erable merit which will not be announced 
until better conditions prevail. 


Inventories Are Low 


“Inventories in all branches of the in- 
dustry are low. Perhaps the lowest they 
have ever been. This condition should 
be inducive to a good volume of busi- 





ness when confidence is fully restored 
and prices seem to tighten up and show 
a sign of advancing. 

“Distress stocks still continue to ap- 
pear in the large cities from time to 
time, although in all cases the quantities 
are relatively small and sales not nearly 
as frequent as in the past. We believe 
large scale liquidation has run its course. 


Dealers’ Financing Problems 


“Lack of confidence on the part of 
banks and finance companies is definitely 
retarding the sale of major appliances. 
Small dealers are without facilities 
through which to enable them to dis- 
count their installment contracts, hence 
on their own limited capital are unable 
to function properly. 

“Due to the greatly reduced unit 
prices of many major appliances and 
the fact that finance companies do not 
care to discount contracts representing 
an unpaid balance of less than $50.00, 








Combating Dry Air in the Home: To 
promote better and more healthful living 
conditions, Westinghouse engineers have 
developed a portable electric humidifier, 
which automatically meters just the right 
amount of moisture to the air in the 
room, regardless of the humidity of the 
incoming air supplying the room. This 
humidifier purifies, washes and cleans all 
the air passing through it. 


the question presents even greater dif- 
ficulties. 

“The members of the Committee be- 
lieve it advisable to discuss this subject 
thoroughly with representatives of the 
leading finance companies, and will at 
an early date arrange such a meeting, 
following which a further report from 
the Committee will be submitted. 

“The wholesaler is advisedly using 
marked caution in regard to purchas- 
ing commitments unless the manufac- 
turer has the policy of guaranteeing 
reasonable price protection on distrib- 
utor inventories. 


Air Conditioning 


“We do not feel that the much dis- 
cussed business of air conditioning is 
one which has as yet at least reached the 
stage where the average electrical whole- 
saler should give very serious consider- 
ation to going into the business. It has 
very definitely not been advanced to the 
stage of a merchandise proposition. Sales 
promotion expense and sales effort re- 
quired, we believe, make air conditioning 
a business in itself, requiring an or- 
ganization specially trained in engineer- 
ing, selling and installing. There will 
undoubtedly be developments in air con- 
ditioning which will eventually provide 
a place in the picture for the electrical 
wholesaler, and we recommend a watch- 
ful waiting attitude in regard to this 
business. 

“A letter sent out to several of our 
members by the Electrical Merchandis- 
ing Joint Committee, requesting an 
article on the merchandising problems 
of the electrical wholesaler was referred 
to this Committee for recommendations. 
It was decided that our Managing Di- 
rector communicate with all members 
asking that they defer responding to 
the request for comment and leave the 
matter in the hands of this Committee 
for final disposition. 

“On further recommendation, our 
Managing Director was requested to 
suggest that members of this Commit- 
tee would gladly meet with representa- 
tives of the Electrical Merchandising 
Joint Committee, prepared to supply in- 
formation.” 

Respectfully submitted, 
L. E. Latuam, Chairman. 
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TAPES WHICH WILL NOT 
“LET YOU DOWN” 





The Performance Holds Up.... 


—the claims you have made for it. Any good 
salesman could sell Panther and Dragon Tapes the 
first time—especially with their attractive packing, 
distinctive green cores and glistening cellophane- 
wrapped and sealed rolls to help him. They are 
tapes which sell on sight but that would not help 
much unless they also happened to be tapes which 
would resell on their performance. In adhesive- 
ness, tensile strength and other qualities they are 
tapes which measure up to promise. Back them 
as enthusiastically as your good salesmanship may 
dictate. And remember that Panther Friction and 
Dragon Rubber Tapes are sold exclusively through 
wholesalers. They are tapes which will not let 
you down in either instance. 


There’s No Let Down 


—in the interest attached to the 
prize sales contest for “Victory 
in ’33.” In March, J. J. Green- 
way of the Allen Electric Com- 
pany, of Cleveland, Ohio, found 
that Panther and Dragon Tapes 
held him up to his best efforts 
and enabled him to win the 
monthly prize. 

Who’s going to win this sales 
contest for May and June? There 
are only these two months left. 
Panther and Dragon Tapes have 
got the quality. You've got the 
contacts and the pep. Who will 
get the prize? 





HAZARD INSULATED WIRE WORKS 


Division of 


THE OKONITE COMPANY 


Factories: Wilkes-Barre, Pa. 






Passaic, N. J. 
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Association 


Activities 


A forum for the exchange of news 


and views between both local and national 


trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Mohawk Valley Club Favors 

Longer Appliance Discounts 

At a meeting held in Syracuse, N. Y., 
March 30, the Mohawk Valley Club went 
on record as favoring minimum dis- 
counts on electrical appliances of 40 
per cent to the dealer and 40 and 20 per 
cent to the wholesaler. On all direct 
shipments, including supplies as well as 
appliances, it voted in favor of a mini- 
mum gross margin to the wholesaler of 
10 per cent. 

As the utility companies are now in the 
process of withdrawing from active 
merchandising in many cities of New 
York State, the problem of sampling 
the utility display rooms was also dis- 
cussed at this meeting. It was agreed 
that the wholesalers should not be ex- 
pected to do this, due to the expense in- 
volved, and that the dealers in each town 
should be urged to provide the utility 
with floor samples. 


Vv 
Philadelphia Wholesalers Discuss 


Trade Practice Rules 
At a special meeting held on April 6, 
the Electrical Wholesalers Association 
of Philadelphia had as its guests repre- 
sentatives of the national houses and 
other non-member local wholesalers. 


J. W. Alexander, Wayne Junction 
Electric Supply Co., president of the As- 
sociation, outlined its objectives and 
summarized briefly the work accomp- 
lished by this group since its organiza- 
tion in November, 1931. 

A. L. Hallstrom, manager, Graybar 
Electric Co., Philadelphia, discussed in 
detail the Federal Trade Practice Rules 
and their application. B. T. Hare, sales 
manager, Rumsey Electric Co., recently 
appointed Industry Commissioner for 
the Philadelphia area, spoke briefly of 
his willingness to cooperate with the 
members of the local association. 


v 


National Electric Cookery Coun- 
cil Launches "Victory" Contest 

A “New Victory” contest, sponsored 
by the National Electric Cookery Coun- 
cil, started April 1 and will continue 
until June 30. Forty cash awards, total- 
ing $8,000 will be distributed among lo- 
cal electric cookery councils and coop- 
erative range selling groups, electric 
range salesmen, utility commercial man- 
agers and retail range salesmen. The 
Preston Arkwright Cup will be awarded 
to the divisional director in whose divi- 
sion the greatest progress is made in the 
all-around promotion of electric cookery. 
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Want 20 Per Cent Minimum: Members of the Mohawk Valley Club who re- 


cently met in Syracuse and took a definite stand for adequate profit margins on all 


direct shipments and on appliances. 


Simon Succeeds Beller 
as Head of E. E. W. A. 


At its annual meeting held March ° 
the Eastern Electrical Wholesalers As- 
sociation, New York City, elected as its 
president Robert L. (“Bob”) Simon of 
the Metropolitan Electrical Distributors, 
Inc., succeeding Robert Beller, Beller 
Electric Supply Co., Newark. 

Other officers elected were: A. Bel- 
ler, first vice-president; A. Greenfield, 
second vice-president; S. Berman, sec- 
retary, and N. Gertler, treasurer. Mem- 
bers of the Board of Governors elected 
to serve two years were: A. Beller, R. 
Beller, S. Berman, A. Greenfield, H. 
Josephs, J. Korn, W. Kranzer, J. Kur- 
zon and R. Simon. 


v 


Electrical Cord Group Plans 

Campaign in 106 Key Cities 

The Electrical Cord Group of 
N.E.M.A., comprising 29 manufactur- 
ers of safety cord bearing the 5-Foot 
Bracelet Label, have announced a cam- 
paign to eliminate the sale of sub- 
standard cords in 106 key cities. 

Personal letters, enclosing a booklet 
describing the identified cord movement 
and a page of order endorsement stick- 
ers, will be sent to electrical inspectors, 
utility executives, electrical associations, 
appliance manufacturers and local news- 
papers. 

Vv 


Rigid Conduit Industry 
Appoints Consulting Engineer 
The Rigid Conduit Section, N.E.M.A., 

announce that A. Penn Denton has been 
retained as consulting engineer to its 
technical committee. He will have 
charge of all technical work relating to 
codes and standards, also the program 
of research and standardization. 


v 


N.E.M.A. to Meet at Hot 
Springs May 22-26 
The National Electrical Manufactur- 
ers Association will hold its spring meet- 


ing at the Homestead, Hot Springs, Va., 
May 22-26. 
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COLT-NOARK 
RIGHT 




















Safety Switches Meter Service Switches 
‘ When a product bears a 
complete complete 
line the imprint of “a 
for C for 
all O LT J all 
uses it is designed right, built uses 


right, sold right and 


will give the right 
o service e 


Consider that this statement is made by a business 
organization that has put the COLT imprint on its 
products since 1836. 








Colt's always makes the best products possible and its 
customers have proved this by using the products all 
these years. 








COLT’S PATENT FIRE ARMS MANUFACTURING CO. 


Pioneers of Protection Since 1836 


Electrical Division . © - Hartford, Conn., U.S.A. 
BOSTON CHICAGO NEW YORK PHILADELPHIA 


Pacific Coast Representative 


H. B. SQUIRES COMPANY 


SAN FRANCISCO LOS ANGELES SEATTLE 











ew circuits mean.. ((f SP 


NEW SWITCHES JK 
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Wholesaler 


| oe contributions 
of news items for this depart- 
ment, together with snapshots 
of their personnel, are solicited 
from electrical wholesalers and 





News 


specialty distributors 








Westinghouse Supply Acquires 
Gilham Electric Co. 


B. W. Clark, general manager, West- 
inghouse Electric Supply Co., has an- 
nounced that, on April 1, his company 
acquired the assets of the Gilham Elec- 
tric Co., 101 Cone St., N. W., Atlanta, 
Ga., and opened a branch house at the 
same address. P. C. Gilham and his or- 
ganization will constitute the personnel 
of the new Atlanta branch which be- 
comes a part of the southeastern district 
under C. W. Dustin, district manager. 

On May 1, the headquarters of the 
Southeastern district were moved from 
Jacksonville to Atlanta. 


v 


Associated Wholesale Adds 


Major Appliances 

The Associated Wholesale Electric 
Co., Los Angeles, Calif., has recently 
added radio (Columbia) and also taken 
on new appliances lines so as to offer 
their dealers a complete line of elec- 
trical household equipment. This com- 
pany formerly specialized in supply 
lines and handled a few small appli- 
ances, but recently they have been de- 
voting more and more effort to major 
appliances. President C. D. Russell 
sees in appliances the greatest oppor- 


tunity for the electrical wholesaler be- 
cause they afford the important factor 
of diversity. He reports that increased 
activity in appliances was responsible 
for an operating profit in 1932. 


Vv 


Stubbs Electric Keeping Close 
Rein on Credits 


R. A. Rogers, credit manager for the 
Stubbs Electric Co., Portland, Ore., re- 
ports that this wholesaler is keeping a 
much closer rein on credits. All credit 
accounts are expected to pay by the 
20th. Old, established customers may 
occasionally be carried up to 60 days 
after which they must pay cash the 
same as any other customer. Curb- 
stone contractors are still buying, in 
fact a few of them seem to be more 
regular than anybody else in their or- 
ders, and, Mr. Rogers says, they all 
pay cash. 
v 


New Quarters for Paramount 
Supply 
On May 1 the Paramount Electrical 
Supply Co., New York City, moved to 
43 Warren St., which is across the 
street from its old location. 





Largest Refrigerator Shipment: On April 6, Trilling and Montague, 
received a solid trainload of 24 cars of Norge refrigerators. 
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Philadelphia, 
This is said to be the 


largest single shipment of electric refrigerators ever shipped to a single distributor 


in the history of the industry. 


his Dealers and members of the Trilling and Montague 
organization braved a downpour of rain to meet the train. 


Large newspaper ads 


announced its arrival, which was also celebrated at an evening meeting at the Elks 


Ballroom attended by 1,000 persons. 


Roland T. Oakes Co. Opens 
Pittsfield Branch 


A branch house has been opened at 92 
Columbus Ave., Pittsfield, Mass., by the 
Roland T. Oakes Co. of Holyoke. Daniel 
D. Erwin, formerly with the Mountain 
Electric Supplies Co. and the Pittsfield 
branch of the General Electric Supply 
Corp., has been appointed branch man- 
ager by John M. Newton, president of 
the Roland T. Oakes Co. Mr. Erwin will 
be assisted by Harry V. Ford. 


v 


Craig to Direct Sales Promotion 
for Anchor Lite Appliance 
Appointment of E. M. Craig as sales 

promotion manager of the Anchor Lite 

Appliance Co., Crosley distributors of 

Pittsburgh, Pa., has been announced by 

H. W. Goldstein, president of that com- 

pany. 

Mr. Craig started his business career 
with the Pennsylvania Railroad in 1898, 
became vice president of the Ohio 
Valley Contracting Co. in 1920 and 
later served as general manager of a 
Westinghouse distributing organization 
in Michigan. 

Mr. Craig then represented a large 
radio manufacturer, and was general 
manager of the Producers Sales Corp. 
of Detroit, from 1928 to 1930. Since 
1930 he has conducted his own whole- 
sale business in Detroit. 


v 


New Centralized Radio Distrib- 
utor for RCA Victor Co. 


The Commercial Radio-Sound Corp., 
located at 570 Lexington Ave., New 
York City, with Alexander Fisher as 
president and A. Lincoln Bush, treas- 
urer, has been appointed a distributor of 
the RCA Victor Co. for the sale of cen- 
tralized radio and public address sound 
distribution systems in the New York 
metropolitan area. 

The new distributors have had consid- 
erable experience as electrical contrac- 
tors and plan to develop the sale of RCA 
Victor sound distribution apparatus in 
cooperation with electrical contractors, 
architects and others, and assist them 
with the necessary engineering and sales 
promotion. 
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General Electric Supply Closes 
Chicago Loop Branch 

On April 10 the General Electric Sup- 
ply Corp. closed its service station at 
228 S. Wells St., Chicago, according to 
an announcement by A. H. Luebbe, dis- 
trict manager of supply sales. 

Customers of this branch will hereafter 
be served from the main warehouse at 
350 N. Ogden Ave., Chicago. 


v 


Two New Distributors Appointed 
by Altorfer Bros. 


Edwin J. Anderson, advertising man- 


ager, Altorfer Bros. Co., Peoria, IIl., 


has announced the appointment of Bal- | 
lou, Johnson and Nichols Co., Provi- | 


dence, R. I., and the Morris Distrib- 
uting Co., Syracuse, N. Y., as distrib- 
utors of “ABC” washers and ironers. 


v 


Changes in 1933 Code Will 
Affect Wholesalers’ Stocks 


Several important changes in the 
National Electric Code were approved 
by the Electrical Committee, N.F.P.A., 
at its meeting in New York last month. 
Present indications are that these re- 
visions will receive final approval and 
will be written into the 1933 Code. 

Non-tamperable fuses were approved 
in two non-interchangeable sizes, 0-15 
amps. and 16-25 amps. This ruling pro- 
vides for a new type of plug fuse with 
a separate cutout base or adapter which, 
after being inserted in the standard 
fuse cutout, cannot be removed, and 
which will prevent over-fusing or fuse 
tampering. 

Under the new code all rubber cov- 
ered wires, unless provided with lead 
sheath, must be covered for their entire 
length with a braid which is both flame 
retarding and moisture resisting. This 
rule, when effective, will make obsolete 
wholesalers’ stocks of rubber covered 
and slow burning wire. 

Non-metallic surface extensions, such 
as Electrotrim, will be limited to exten- 
sions from existing convenience outlets 
only, to be run on walls or ceilings and 
confined to room of origin. 

New sections under Article 20 on 
Wiring Installation Design will recom- 
mend minimum adequacy for safety in 
residential occupancies. These new sec- 
tions provide for special appliance cir- 
cuits, convenience outlets at least every 
15 feet, and one branch circuit for each 
500 square feet of floor space. 

Electrical metallic tubing (thin wall 
conduit) will be approved for service 
conductors on the exterior of building 
walls and entering buildings. Voltage 
limits are increased from 300 to 600 
volts and the size of permissible con- 
ductor from No. 6 to No. 4. 


Win with this 100 watt 
6¢ i ae 
Favorite” oe. 310 


PRICE, Ea. $3.50. Std. Pkg. 20 


Ordinary 
2%” Holder 
Required. 













Diameter 7” 
Height 5%” 


End view 
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shews how 
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No. 310 
lights display. 


This is the No. 310 X-Ray Reflector,—‘‘Favorite” in name and in 
fact because it lights average small show window brighter and bet- 


ter than any other reflector or globe using a 100 watt lamp. 


Make No. 310 your “Favorite”? show window reflector. Replace 
the hundreds of installations of make-shift window lighting in your 
district with X-Ray Reflectors. Provide from two to four times 
more light in those windows that are now using bare lamps or en- 
closing globes. Use this table to help convince your prospects 
that X-Ray Reflectors save light and save money! 
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~<a WERE 
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Section diagram 
thru window. 


Compare Actual Light on Display 
Same Window, Same Goods, Same Current——300 Watts 
(Measured through middle of window) 



































n= 1—300 watt | X-Ray Reflectors 
Points on | al with 3—No. 310 
Display | 2-108 Sees Enclosing with 
| Bare Lampe Globe | 3—100 watt Lamps 
A 10 8 45 
B | 9 10 60 
C 10 12 65 
D | 12 16 64 
E 17 28 63 
F 2) | 65 40 
Total | 79 139 337 
Average 
of 6 points | 13 | 23 56 





Intensities in Foot Candles, the standard measurement for light. 


| Each X-Ray “Thrifty-Three” No. 53 uses three No. 310 “Favorites” 


Chicago 


and CurtiStrip! 


¢ Curtis Lighting - 


Toronto New York Antwerp 
Engineers in the Principal Cities! 
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Activities 


Manufacturers’ 


ae news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literature 








Westinghouse Refrigeration 
Sales Double 


Renewed confidence in the popularly 
called “New Deal” is a tangible thing 
with the Westinghouse Electric and 
Manufacturing Co., according to a re- 
port made recently by the company’s 
refrigeration division. The first 1933 
quarterly report of this division shows 
an increase in business of more than 
100 per cent for the same period in 
1932. 

v 


Couch Purchases Samson 
Electric 

S. H. Couch Co., Inc., North Quincy, 
Mass., has purchased the business and 
goodwill of the Samson Electric Co., 
Canton, Mass. 

All Samson products will be manu- 
factured by the Couch Co. and the fire 
alarm and telephone lines will be sold 
through the Couch organization. 

A subsidiary sales company, Samson 
Electric, Inc., has been organized to 
handle the sales of the amplifier line, 





Theme 


Song: “Uses no more current than one 
ordinary light bulb” is the new theme 


Demonstrating _Frigidaire's 


song of the Frigidaire Corp. H. W. 
Newell, vice-president in charge of 
sales, is shown here holding the new 
rotary compressor that makes possible 
this statement. F. R. Pierce, sales man- 
ager, dramatizes it with the electric 
bulb. The new Standard 63 Frigidaire 
is also shoWn. 


which includes public address systems, 
centralized radio systems and PAM 
amplifiers. Richards W. Cotton, for- 
merly sales manager of the amplifier 
division of the Samson Electric Co., 
will be sales manager of the new com- 
pany, with offices at 89 Broad St., 
Boston, Mass. 


v 


Beer Cooling Equipment 

Announced by Frigidaire Corp. 

The Frigidaire line of beer cooling 
equipment, according to H. W. Newell, 
vice president of the Frigidaire Corp., 
has capacities ranging from three and 
a half to fifty gallons per hour, and is 
so designed that state and municipal 
sanitary codes governing the dispensing 
of beer will be met no matter how 
stringent they may become. It includes 
a semi-portable unit suitable for homes, 
small restaurants, hotels and other es- 
tablishments in which sale of beer is 
to be permitted. 

v 


Morse Elected President of 
American Blower Corp. 

Clark T. Morse, formerly vice-presi- 
dent in charge of sales, has been elected 
president of American Blower Corp., 
Detroit. James Inglis, formerly pres- 
ident of the corporation, has been made 
chairman of the board. Rawson Vaile, 
formerly secretary, has been appointed 
secretary and treasurer. 


v 


Leo G. Mockenhaupt 
Now Handling Several Lines 
The manufacturers’ agency recently 

established by Leo G. Mockenhaupt, at 
613 Fulton St., Chicago, is now rep- 
resenting the Aerovent Fan Co., Clif- 
ton Mfg. Co., Dante Electric Mfg. Co., 
Wheeler Reflector Co. and_ several 
other manufacturers of electrical spe- 
cialties. 


v 


Trumbull Electric 
Moves Detroit Office 


On April 1 the Detroit office of the 
Trumbull Electric Mfg. Co., Plainville, 
Conn., was moved from 415 Brainard 
St. to 5431 Wabash Ave. 


Harry Bliven Opens 
Manufacturers’ Agency 

The H. W. Bliven Co. is a new man- 
ufacturers’ agency located at 19 Rector 
St., New York City. It is headed by 
Harry W. Bliven, until recently vice- 
president and general sales manager of 
Harvey Hubbell, Inc., with whom he 
was associated for twenty-five years. 

Mr. Bliven’s company will represent 
manufacturers of electrical products de- 
siring to sell through wholesale channels 
to the buyers in the Metropolitan New 
York area. The tape products of Clif- 
ton Mfg. Co. and certain ventilator 
merchandise of B. F. Sturtevant Co. 
constitute the lines at present carried. 


v 


Benjamin Develops Plan to Sell 
Outdoor Floodlighting 


“Market Development Cooperation to 
Sell Service Station and Outdoor Flood- 
lighting” is the title of a comprehensive 
portfolio of sales helps recently pre- 
pared by R. W. Staud, sales promotion 
manager, Benjamin Electric Mfg. Co. 
This complete sales campaign is de- 
signed to reach, through the electrical 
contractor, the outdoor lighting market, 
including service stations, parking lots, 
roadside inns and wayside stands. 





Two Old Timers: R. L. (“Dick”) Wil- 
dauer, Chicago manager of the Arrow- 
Hart and Hegeman Electric Co., is 
probably asking Harry Collins about a 
renewable fuse for the banking system. 
Harry is Chicago representative for the 
Economy Fuse and Mfg. Co. 
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Teaming Up: H. J. Lagodzinski of the 
Ilg Electric Ventilating Co., Chicago, is 
“ready to go” with W. E. Guy, branch 
manager of the Graybar Electric Co., 
Hammond, Ind. 


Hygrade Sylvania Appoints 
New Distributor 

The Hygrade Sylvania Corp. an- 
nounces the appointment of the F. B. 
Connelly Company, Seattle, Wash., as 
distributors for Sylvania radio tubes 
and Hygrade lamps. This company, 
one of the largest wholesalers of elec- 
trical appliances in the Northwest, op- 
erates through three branches, in addi- 
tion to their headquarters in Seattle. 
Branch offices are located in Portland, 
Ore., Spokane, Wash., and Billings, 
Mont. Sylvania tubes have been han- 
dled by the Montana branch for some 
time. Vv 


Automatic Washer Co. 
Ships Second Trainload 
Less than two months after the Au- 
tomatic Washer Co., Newton, Ia., 
shipped a trainload of washing ma- 
chines to its Chicago distributor, Hib- 
bard, Spencer and Bartlett Co. (E. W. 
Apr.’33) this manufacturer received an 
order for a second trainload from the 
same distributor. 
v 


G. E. Air Conditioning Distrib- 
utor Appointed in Wisconsin 
The air conditioning department of 

the General Electric Co. has announced 

the appointment of the Badger Air Con- 
ditioning Corp. as the G-E air condi- 
tioning dealer in Madison, Wis. This 
company will sell the complete line of 

G-E air conditioning equipment includ- 

ing the oil furnace. Donald C. Slich- 

ter is president of the corporation. 


Vv 
F. H. Kaiser Represents Paine Co. 


The Paine Co., Chicago, announce 
the appointment of Frank H. Kaiser, 
510 Prudential Bldg., Buffalo, N. Y., 
as their sales representative for West- 
ern New York State. 





“Sell the School Boards!” 





That's wise advice to give 
_to your contractor friends, 
right now! This is the Season! 


School boards everywhere, facing 
| reduced budgets, are seeking money 
saving shortcuts. Yet they dare not sac- 
rifice the eyesight of pupils for the 
sake of economy. Wiremold solves this 
problem. It provides a simple, practi- 
cal method of adding to or replacing 
insufficient lighting systems without 
expensive alterations. It is economi- 
cal, yet safe—and that is why it offers 


to wise contractors a fine opportunity 
to develop quick business at a good 
| profit. 





WirREMOLD 








Wiremold and a few simple fittings make 
it easy to revise lighting systems to keep 
pace with changing needs. 











Tell your contractor friends to go 
after this business—and keep after it 
until they get it. Tell ’em to sell the 


Wiremold idea! 





HARTFORD, CONN. 





At the new 


popular prices... 


NEON GLOW 
LAMPS sind wider 


uses and daily 


increasing sales 


Count the many uses—and you see at 
once the possibilities for sales and profits 
in the NEON GLOW LAMP. At new, 
drastically reduced prices, too, new uses 
are being found—raising the demand 
steadily! The sturdy Neon Glow Lamps 
give over 3,000 hours continuous service. 
Available in 4 to 3 watt sizes. Consume 
only a few cents worth of current per 
month. Sell by the hundreds—for exit 





lights; night lights in bathroom, nursery, 
sick room, stairways, etc. For countless 
industrial uses, as pilots, signals. For labo- 
ratory purposes. Write for details, types, 
prices. General Electric Vapor Lamp Com- 
pany, 891 Adams St., Hoboken, New Jersey. 


GENERAL & ELECTRIC 
VAPOR LAMP COMPANY 


557 Copr. 1933, General Electric Vapor Lamp Co. 
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New Sales 
Opportunities 





A pictorial presentation of 


new and improved products, as re- 


ported by manufacturers of electrical 


supplies, equipment, appliances 
specialties 


and 











~ 


Sunlamp Timer 


This automatic timer for use with sun- 
lamps is no larger than an inkwell. It 
will automatically shut off the sunlamp 
at the end of any desired interval of 
from one to 30 minutes. The cord of 
the timer is plugged into a lighting cir- 
cuit outlet, and the circuit is then closed 
by moving the pointer to the numeral 
“15” on the dial of the timer. The 
pointer is then adjusted to the exposure 
period desired after which the person 
under the lamp may sleep, read, sew, or 
be otherwise occupied without fear of 
overexposure. General Electric Co., 
Schenectady, N. Y.—Electrical Wholesal- 
ing, May, 1933. 














New Three H. P. Motors 








This new three h. p. motor operates 
at 1725 r. p. m. and is furnished in the 
single-phase, repulsion-induction type, the 
polyphase squirrel cage type and direct 
current, compound wound. Frames are of 
rugged construction. Shafts are of tool 
steel. Bearings are of bronze and are 
wool packed. Oil reservoirs are oversize 
so that only infrequent relubrication is 
necessary. These motors are designed to 
operate continuously without overheating. 
Motor frames have ventilating openings 
and the fan on the armature shaft pro- 
vides a constant circulation of air 
through the motor. Ventilating openings 
are so arranged that protection is af- 
forded against damage from dirt or 
water falling from above. Emerson 
Electric Mfg. Co., St. Louis, Mo.—Elec- 
trical Wholesaling, May, 1933. 


Drip-Coffee Maker 


This moderately-priced, “Sunbeam” 
drip-coffee maker operates on _ the 
vacuum principle. There are no filter 
cloths or metal springs required, and 
the coffee is served from the lower 
bowl. The liquid comes in contact 
only with the glass, which preserves its 
flavor and purity. The sturdy, sub- 








stantial contains 


chrome-plated base 
a durable, quick acting electric heat- 
ing unit, and the serving bowl is fitted 
with a comfortable, good-looking han- 


dle of polished black. An attractive, 
highly polished chrome-plated lid fits 
on top of the coffee maker, and the 
whole is a most attractive piece of table 
equipment. It makes eight cups of coffee 
at a time. It is particularly sanitary 
too, because only the easilv rinsed glass 
parts come in contact with the coffee, 
and hence it is easy to clean and keep 
clean. Chicago Flexible Shaft Co., 5600 
Roosevelt Rd., Chicago, Ill.—Electrical 
Wholesaling, May, 1933. 


Electric Temperature Finder 


Electric thermometers are not new, but 
heretofore they required much auxiliary 
equipment and the assistance of a tech- 
nically trained electrical engineer to ope- 
rate them. Besides, due to their delicate 
construction, their uses were limited. The 
“Electrotemp,” however, is so designed 
and constructed that it is as simole to 
operate as turning on an electric light. 
It does not require any special care once 
it is set up and permits many temper- 
ature investigations that with the old 
apparatus were out of the question, Tiny 
search coils, located in various rooms in 
a house or in various apartments of a 
building, are connected by means of bell 
wire to the “Electrotemp.” To find out 
how hot or cold it is in any part of the 
building the operator merely turns the 





selector dial to the corresponding stop on 
the device. Westinghouse Electric and 
Mfg. Co., East Pittsburgh, Pa.—Elec- 
trical Wholesaling, May, 1933. 


Voltage Tester 


This pocket-size tester requires no 
lamps and registers accurately the voltage 
as well as indicating whether it is a.c. 
or d.c. It is enclosed in a rugged fibre 
case so that there is no danger to the 
operator or to the tester. This, with the 
additional feature of not requiring test 
lamps, makes it durable beyond previous 
testing devices. A.C. voltages are indi- 
cated by the slight vibration of the 
pointer. Long rubber covered lead wires 








are provided with supporting springs at 
the entrance to the tester housing which 
prevent breakage of the insulation. Fibre 
handles insulate the lead wires. Sharp 
points make it possible to pierce the in- 
sulation of wires without destroying the 
insulation. Square D Co., Detroit, Mich. 
—Electrical Wholesaling, May, 1933. 
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THAW OUT SALES 


FOR THE ~ VICTORY In “33” CONTESTANT | 











PREVENT | 
THIS—> | 














- 


ENJOY THIS—> 


DUAL SERVICE 


AUTOMATICALLY 
DEFROSTS ELECTRIC 
REFRIGERATORS 


KEEPS PERFECT 
ELECTRICAL TIME 


Retail price $4.95 complete 
with cord and special plug. 





BRYANT 





WITH THE BRYANT 


DEFROST-O-CLOCK 


Manufacturers of electric 
refrigerators recommend reg- 
ular and frequent defrosting. 
Most refrigerators are 
neglected in this respect. The 
Bryant Defrost-O-Clock will 
correct this condition by 
turning off the power to the 
refrigerator each night at a 
predetermined time and, 
after the defrosting period is 
completed, turning it on 
again. 

The chilling unit is kept free 
from insulating frost, the effi- 
ciency of refrigeration in- 
creased, and service calls 
largely eliminated. 

Installation is easy. Simply 
insert the attachment plug 
cap of the refrigerator cord 
into the receptacle portion of 
the special plug of the clock 
cord. Then insert this special 
plug into any convenient out- 
let. 


Mr. Jobber’s Salesman!— 


here is a real opportunity to 
thaw out profitable sales for 
the "Victory in '33 Contest." 





SUPERIOR 


WIRING DEVICES 





EW 5-33 


Manufactured by THE BRYANT uneed ., BRIDGEPORT, CONN. 


MANUFACTURERS OF "SUPERIOR WIRING DEVICES" SINCE 1888 


MANUFACTURERS OF HEMCO PRODUCTS 


Vv 








NEW YORK CHICAGO 


60 East 42nd Street 844 West Adams Street 


SAN FRANCISCO 


149 New Montgomery Street 
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Power Adapter 

This is a practical one-man pipe ma- 
chine, light in weight, simple, portable 
and low in price. It is operated by any 
standard make of electric or air drill. 
The entire outfit, consisting of a “Beaver” 





power adapter, base and full range of die 
heads, %4” to 2”, can be purchased for 
only $92.40. It will cut right or left 


hand threads, and is reversible for back- 


ing off. A driving spud to fit all stand- 
ard drill chucks is furnished with each 


adapter. The Borden Co., Warren, O.— 
Electrical Wholesaling, May, 1933. 


Combination Gas and 


Electric Range 
Model 765 offers a choice of plate 
equipment—one 10”, one 6”, two 8” elec- 
tric, two gas burners; or all electric on 
order. The large oven is Monel metal 
lined, 24”x21”x14”. The small oven, 





18”x18”x14”. 


aluminum lined, is The 
aluminum lined broiler is 18”’x18”"x7”. 
There is a temperature control on either 
or both ovens. The small oven has a 
timer plug. Finished in porcelain enamel, 
white or ivory or color on order. Chro- 
mium plated cooking top, doors and trims. 
Standard Electric Stove Co., Toledo, O.— 
Electrical Wholesaling, May, 1933. 


. 

Improved Capacitor Motor 

Features of this improved capacitor 
motor for refrigerator applications in- 
clude drip-proof end flanges, simplified 
connections, smaller capacitor case, and 
larger oil capacity. New end flanges pre- 
vent any foreign material from dropping 
into the motor. A new terminal box, de- 
signed primarily for convenience in mak- 
ing connections, is cast in one end flange. 
On the terminal beard in this box are 
three terminals, two of which are con- 
nected to the motor leads. The third 
terminal is a dummy, provided for easy 
connection of the cold control leads. By 
proper use of these three terminals, the 
necessity for any soldered connections or 
special connectors is completely elimi- 
nated. The terminal box covers have a 
lead clamp which will hold securely twin 
rubber-covered cables without the aid of 











lead anchors. This cover is reversible 
and the terminal box is provided with 
slots at both top and bottom so that the 
leads may be brought in where desired. 
The direction of rotation may be easily 


changed by interchanging the motor 
leads at the terminals. General Electric 
Co., Schenectady, N. Y. — Electrical 


Wholesaling, May, 1933. 


Chip-Proof Stainless Enamelware 

Every new idea developed by advanced 
culinary science is said to be incorporated 
in this new line 
of cooking 
utensils. Ever- 
brilliant chr o- 
mium covers of 
vapor seal de- 
sign are pro- 
vided for water- 
less. or other 
kinds of cook- 
ing; bakelite 
knobs and large 
conveniently located handles that are cool- 
er and stronger are furnished, and the 
utensils have scientific heat conducting 
wide black bottoms that save cooking 
time. Other features are the use of 
straight sides that save fuel and the 
new convenient, beautiful designs. The 
manufacturer claims that laboratory tests 
have proved this line to be 36 times more 
durable than ordinary enamelware. Fed- 





eral Enameling and Stamping Co., Pitts- 
burgh, Pa.—Electrical Wholesaling, May, 
1933. 


Therapeutic Lamps 
e , Designed 
especially for 
home treat- 
ment use, 
this ultra- 
violet lamp 
employs an 
efficient gen- 
erator of 
ultra - violet 
light. A few 
minutes’ ex- 
posure will 
cause a mild 
sunburn. The 
standard is 
available 
with two at- 
tractive fin- 
ishes, light 
bronze or 
ivory trim- 
med with 
chrome, The 
reflector and arm are adjustable both for 
height and direction. This lamp operates 
on alternating current of 110-120 volts 
and 60-cycle frequency. Westinghouse 
Electric and Mfg. Co., East Pittsburgh, 
Pa.—Electrical Wholesaling, May, 1933. 





Portable Electric Drill 

Designed for light duty, this 6 lb. drill 
contains a dependable Signal universal 
motor for 
Gee: br shear. 
110 volts, 25 
to 60 cycles, 
with a speed 
no load to 
1700 RPM. 
It is 11%” 
long from 
handle to 
chuck ; diam- 
eter,4”. Spe- 
cial alloy heat treated gears operate in a 
grease-tight chamber. It is equipped with 
a trouble-free “make-and-break” switch, 
a three-jaw chuck with a capacity up to 
%”. Furnished with 8’ of heavy duty 
rubber covered cord, with rubber plug and 
key. Signal Electric Mfg. Co., Menom- 
inee, Mich.—Electrical Wholesaling, May, 
1933. 


New Model Egg Cooker 


This spring special egg service set is 
an ensemble of a four egg capacity auto- 
matic electric Hankscraft egg cooker in 
ivory porcelain and copper dome, four 
double egg cups in hob-nail crystal glass, 










and a highly polished copper serving 
tray. The egg cooker boils, scrambles, 
poaches, and steam fries eggs in live 
steam. It starts in five seconds and shuts 
off by itself when eggs are done just 
right. List price on cooker only, $2.95, 
complete set $4.95. Hankscraft Co., Madi- 
son, Wis.—Electrical Wholesaling, May, 
1933. 


Domestic Deep Fat Fryer 

The “Electric Quicx-Fry” assures a 
perfectly maintained frying temperature 
and the resulting perfectly digestible 
foods. No thermometer is required—auto- 
matic control eliminates former guess- 
work. Well insulated, 100 per* cent heat 
transfer, Chromalox heating element, and 


automatic control guarantee lowest oper- 
ating costs. Only consumes 600 watts, 
operates on 115 volts ac. only. Fully 
porcelain enameled. List price, $12.00. 
Belmont Stamping and Enameling Co., 
New Philadelphia, O.—Electrical Whole- 
saling, May, 1933. 
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plicing 





lies 


IN UNIT PACKAGES for all lead cable work 


open the door to a comfortable profit, with a sim- 














plified inventory. This GENERAL CABLE innovation 
has been enthusiastically received as a saver of 
materials, time and money -- - Each package 
contains a complete but non-wasteful assortment 
of matched supplies for one splice in a lead 

sheathed cable, whether rubber, 


varnished cambric or paper insu- 







lated - « « Avail yourself of this 


new idea. It will pay you --- 








sand 


INSULATING 
COMPOUND 








OZITE 


names an Insulating Compound 
which enjoys nation-wide prefer- 
ence for its convenience of use, 
and the consistent, high electrical 
efficency of joints, junction boxes 
and terminals so sealed. OZITE B 
is the general purpose grade—for 
normal temperatures and voltages 
to 25,000. It has ideal character- 
istics from both the electrical and 
field use viewpoints. It penetrates 
thoroughly at pouring tempera- 
tures. Ask for the Ozite Story. 





GENERAL CABLE CORPORATION 


420 LEXINGTON AVENUE, NEW YORK CITY e OFFICES IN PRINCIPAL CITIES 
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Electric Mixer 


This ‘Modern Mode” mixer is 
equipped with a revolving adjustable 





hinge-joint found in no other mixer. 
This feature allows the mixing paddles 
to be raised or lowered to any desired 
height, doing away with the tiresome 
necessity of having to hold the mixer 
in the hand. This hinge-joint also 
makes it possible to tilt back motor and 
paddles and, without regulating any other 
mechanism, turn the paddles to either 
side as far as desired. The hinge-joint 
then allows motor to drop down, placing 
paddles in any other receptacle. By loos- 
ening a small screw the motor may be 
lifted off the base and used as a hand 
mixer. List price, $18.75. Dominion 
Electrical Mfg. Co., Minneapolis, Minn. 
—Electrical Wholesaling, May, 1933. 


Electric Casserole 


One of the chief features of this elec- 
tric casserofe is the Pyrex baking glass 
cover which permits the food to be 
seen while cooking. The cooking com- 
partment proper is of vitreous enamel, 
bisque color. The body is enamel, let- 
tuce green trimmed in black. The body 
is fully insulated, affording cool cook- 
ing. The drum-type element is used 
to heat the casserole. It is provided 
with two degrees of heat. On “high” 





t 


the current consumption is 360 watts at 
115 volts. On “low” the consumption 
is 120 watts at 115 volts. The heat 
is controlled by a unique three-term- 
inal plug. The capacity of the casser- 
ole is great enough to provide for 
proper cooking, especially the brown- 
ing of roasts. Besides the model pictured 
(EC-7), the “Everhot” casserole is of- 
fered in two other models: model EC-8, 
equipped with half-round utensils, and 
model EC-9, equipped with “Everhot” 
broiler and fryer, a broiling rack which 
makes it possible to broil steaks and 
chops in the casserole or to do any 
type of open burner cooking. Swartz- 


baugh Mfg. Co., Toledo, O.—Electrical 
Wholesaling, May, 1933. 


Airplane Type Fan 


This line of “Super” fans is designed 
on the principle of the airplane pro- 
pellor, providing super performance in 
fan power, economy and quietness of 
operation. The scientifically curved 














blades eliminate all air pockets and 
vacuum created by other fans. They 
deliver air in a typhoon or whirlwind 
manner at a high velocity, drawing into 
the delivery air stream a large volume 
of additional air. The specially de- 
signed motor is over-sized, totally en- 
closed, free from radio interference and 
built for many years of continuous 
service. The one-piece, four blade pro- 
pellor is of special aluminum alloy, 
highly polished and perfectly balanced. 
The guard of rustproof wire is finished 
in silver. The 18” model will replace 
two 16” oscillating fans, while the 20” 
models will replace four such fans. 
The exhaust model is equipped with 
frame and louvres. Super-Fan Mfg. 
Co., E. Album St., Freeport, Ill.—Elec- 
trical Wholesaling, May, 1933. 


"Defrost-O-Clock" 


Every manufacturer of electric refrig- 
erators recommends regular and frequent 
defrosting. Nevertheless, most refriger- 
ators are badly neglected in this respect. 
automati- 


This “Defrost-O-Clock” will 
cally defrost elec- 
tric refrigerators 
by turning off 
the electric pow- 
er for a_ short 
time each night. 
Thus, the chill- 
unit is kept free 
of insulating 
frost. The effi- 
ciency of refrig- 
eration is in- 
creased, wear on 
mechanism decreased, and need for serv- 
ice calls largely eliminated. Installation 
is accomplished by simply plugging the 
refrigerator into a special plug furnished 
with the clock. The clock mechanism, 
using the latest type of sub-synchronous 
slow speed motor, will keep accurate time. 
The installation of this clock makes any 
electric refrigerator fully automatic. 
Bryant Electric Co., Bridgeport, Conn.— 
Electrical Wholesaling, May, 1933. 





Motor-Driven Jig Saw 


The “Handysaw” electric, motor-driven 
scroll and jig saw is an entirely new 
and complete handy tool that will ap- 
peal to every home where there is a 
man or boy. It is 1534” long, con- 
structed entirely of sturdy channeled 
steel. It is 
equipped 
with remov- 
able, heavy 
rubber, non- 
slipping feet 
and will 
stand any- 
where or 
may be per- 
manently 
fastened ona 
work bench. 
This saw is 
handsomely 
finished in 
red, black and aluminum enamel. 





The 
throat is 12” deep, accommodating large 
sections of wood. The work table is 6%” 
round. The saw will cut wood up to %” 
thick. Motor is induction type and is 


geared to the saw blade. Available for 
110 volt, 60 cycle current only. Chicago 
Electric Mfg. Co., 2801 S. Halsted St., 
Chicago, Ill. — Electrical Wholesaling, 
May, 1933. 


Test Lamp and Fuse Puller 


This new device, a combination oi 
test lamp and fuse puller, is built as 
one unit. It is made of high grade 
Bakelite reinforced with steel to give 
ample strength for the pulling of fuses 
from clips. The shape is like a pair 
of standard pliers and at the end of 
each plier handle there is a metal con- 
tact pin which in turn is connected to 
the test lamp enclosed in the plier han- 
dle. The handles open and close just 
like an ordinary compass and will span 


FOR TESTING ELECTRICAL “= (am 
——— CIRCUITS 110 TO S80 v. A.C. O.C L.— 





all standard distances required for test- 
ing fuses up to 100 amperes. The de- 
vice is 7” long. When used for locating 
blown fuses the tester end is first used, 
then the device is turned around and the 
plier end is used to remove the fuse from 
the clips. A néw fuse may be inserted in 
the same way. This device will test all 
circuits from 100 to 550 volt, a. c. and 
d.c. Dante Electric Mfg. Co., Bantam, 
Conn.—Electrical Wholesaling, May, 1833. 


Slide Wire Rheostat 


Intended for radio experimenters, serv- 
ice men and manufacturers of electrical 





equipment, this type R rheostat will dis- 
sipate 75 watts continuously. Is available 
in 12 ratings from 5000 ohms, 0.12 amp. 
to 4.8 ohms, 4 amp. Binding screws per- 
mit its use as a potentiometer. Consider- 
able overloading for brief intervals will 
not permanently cause damage. G-M 
Laboratories, Inc., 1735 Belmont Ave., 
oe eye Wholesaling, May, 
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HéH 





No. 275 











Hew Beam Light “are 


and compan/on p/ece: 
Porcelain Wall Bracket 


New BEAM LIGHT pictured above shines as an artistic innovation over the 
old plain styles. Conventional petal design in relief, with graduated rings 
above, carries through the modern treatment in fixture installations. Notice 
shallow effect— gained with no loss of wiring-space. Easy, economical to 
install, and competitive-priced. Sure to interest your customers. Comes in 
white porcelain only. Pull type, No. 275; Keyless type for control by wall 
switch, No. 276. Fits 34” and 4” boxes; mounting straps supplied. 


PORCELAIN WALL BRACKET, Number 270 at right, should be sold as com- 
panion piece to the Beam Light. Since introduced a year ago, SALES HAVE 
O. K.’d. it for harmony of design with up-to-date installations. Supplied with 
or without Convenience Outlet —in white, cream or green glaze; attractive 
shields to order. Mounting straps furnished for wall cases and 3}” outlet boxes. 


HART & HEGEMAN DIVISION 




















THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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once you sell a good product 


EASY 








HAT’S true in any case—and especially so when 

you sell Fretz-Moon Conduit . . . Easy-bending 
qualities, sharp threads, uniform metal, free from 
hard or “burnt” spots, smooth raceway, air and 
water-tight weld and wear-resisting finish are all 
good talking points—but the point that brings re- 
sales is actual experience in installation. Fretz- 
Moon Conduit has resold itself time and again 
through the time and money it saves on the job. 
e Give yourself a break! Make first sales of Fretz- 
Moon Conduit and let it do some of the work to- 
ward resales—toward boosting your sales figures. 
If you need a handy sample, write for it. 


Fretz-Moon Tube Co., Inc. © Butler, Pa. 


FRET Z- 
OON 


GRigid 


conduit 






UNDERWRITERS’ 
LABORATORIES 
INSPECTED 

CONDUIT 







Wholesale Electrical Trade 
Analyzed in Special Study 


Wholesale organizations operating in 
all lines of trade sold $2,423,624,000 
worth of electrical goods, including 


_ radios and refrigerators, in 1929, it is 





revealed in a special trade study for the 
electrical industry just published by the 
Census Bureau, based on the Census of 
Distribution. Of this amount, $717,- 
548,000 represented sales of radios and 
refrigerators. 

This report analyzes the available data 
on the electrical industry from the Cen- 
sus of Manufactures as well as the Cen- 
sus of Distribution. The production of 
various commodities in this field, the 
channels through which they flow as 
they leave the manufacturing plants, and 
the operations of the wholesale establish- 
ments engaged in the distribution of elec- 
trical goods are covered in the study. 

Copies of the report “Wholesale Dis- 
tribution—Wholesale Electrical Trade,” 
are available from the Government Print- 
ing Office, Washington, D. C., for 10 
cents each, 

Vv 


Electrical and Radio Returns 
Almost Twice National Average 


Returns and allowances of wholesal- 
ers and manufacturers in all industries 
selling direct to retailers were 3.3 per 
cent for the years 1928 and 1930, ac- 
cording to the Mercantile Credit Sur- 
vey recently published by the Depart- 
ment of Commerce. 

Only two industries, books and sta- 
tionary (9.5 per cent) and jewelry 
(9.2 per cent) showed higher returns 
and allowances than electrical and ra- 
dio supplies (6.1 per cent). Other 
lines reported include heating and 
plumbing supplies 5.3 per cent, auto- 
motive supplies, including tires, 5.1 per 
cent, and hardware and stoves 3.8 per 
cent. 





Now Sole Owner of Firm: After the re- 
cent death of his partner Lewis Gold- 
smith took over the remaining interest 
in the Raritan Electrical Supply Co.. 
Perth Amboy, N. J. This house has re- 
cently acquired several new lines ‘nclud- 
ing Hart and Hegeman and Square D. 
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Point Out the SELLING ADVANTAGES 


to the LAMP AGENTS YOU SERVE 


Edison MAZDA lamp agents are supplied 
with powerful, pre-tested selling suggestions. 
The more they use them, the more lamps you 
will sell. 


Here are a few examples of how some 
Edison MAZDA lamp agents have increased 
their sales by following our pre-tested sug- 
gestions. We suggest that you pass them on to 
your agents. 


4, IDEAS THAT HELP AGENTS SELL 


Last fall the General Electric Company sponsored a 
Prizes were offered for the best use 
of General Electric’s “Ideas that help agents sell.” 


lamp sales contest. 


How these ideas worked is dramatically told by the re- 
sults to those who used them. 


The Hoosick Supply Co., Inc., Hoosick Falls, N. Y. 
made a 78% sales increase in October and November of 
1932, over the same two months of 1931. They did it by 
using all the ideas recommended . . . window displays, 
counter displays, telling the quality story and asking cus- 
tomers to buy. 


Another agent attracted 1000 customers to his store in 
3 days. A third made a 580% increase; he found that 
putting lamps without sleeves in a basket near the cash 
register boosted his sales. It gave him a chance to tell the 
quality story. He discovered that moving his lamp dis- 
play to the front of the store was a profitable move. 


These are but a few of many examples that could be 
quoted to prove that good ideas pay handsomely. 


General Electric searches every branch of retailing for 
sound, practical selling ideas. These are analyzed and 
tested. The best ones are sifted out and passed on to our 
agents to help them sell more—and bring more traffic into 


their stores. 





LOOK FOR THIS MARK 





PRESTIGE: You link your store with the | 
best known trade-mark in the electrical 
industry. 


ADVERTISING: The advertising of y, 





MAZDA lamps made by General Electric, 
has always led in volume, in continuity, 
and in effectiveness. 


DISPLAY SERVICE: 





General Electric 
spends more money than any other lamp 
manufacturer to develop, pre-test and make 
G-E displays the most outstanding in the 
whole merchandising field. | 


IDEAS THAT HELP AGENTS SELL 


QUALITY: General Electric research, plus 
MAZDA Service, means that Edison 
MAZDA lamps are always first with 
new improvements. 480 inspections, processes, 
and tests in manufacture insure quality. 











CONSIGNMENT PLAN: Stabilizes prices 
and assures satistactory profits. No ob- 
solescence to charge off. No investment 
in stock... no price cuts. 


oO, ule wl ni — 





ORGANIZED CAMPAIGNS AND CON- 
TESTS: General Electric systematically and 
regularly initiates campaigns and contests 











. and pre-tests them in advance. 





These pre-tested, proven suggestions further stimulate 
the widespread demand for Edison MAZDA lamps, built 
up by the most powerful advertising ever put behind 
incandescent lamps. General Electric Company, Nela 
Park, Cleveland, Ohio. 


EDISON MAZDA LAMPS 
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Hack Saw Blade 
that cuts conduit, 
wire mold, BX, 
angles, etc., without 
scraping, scratching, 
false strokes. 


The MILFLEX DUPLEX 
Electrician’s Special starts the 


The Need for Reinspection 
(Continued from page 9) 


consuming devices in familiar use 
to-day, including the radio, the refrig- 
erator, the spot light heater, etc., were 
unheard of. There is not a house which 
has ever been wired that is presently 
carrying the load originally planned. 
What is true of residences is equally 
true of commercial and industrial prop- 
erties. 

Other industries are better organized. 
In our own plant we are visited regu- 
larly by the sprinkler inspector. The 
fire marshal’s office also has a man in- 
specting at regular intervals. In indus- 
trials, boiler inspections are made regu- 
larly. These, and other classes of in- 
spections, are undoubtedly necessary. I 
claim electrical reinspections are equal- 
ly necessary. 





cut on the exact mark—vwill 
not slip off the cutting line. Cuts per- | 
fectly at any angle. Fine teeth on for- 
ward end (patented) take hold on the 
first stroke. Saves the blade from 
ripped out teeth—saves time—saves 
stock. A great improvement over the | 
old fashioned blade at no extra price. 
We give you full cooperation 
with sound sales policy, mer- 
chandising and _ advertising. 


@ MILFLEX OUPLEX 








Fine Teeth Start Cut Like 
Feed Screw of Auger Bit 








And it would mean a lot to the elec- 


‘trical industry. Referring again to resi- 
'dences (where we have an almost uni- 


versal picture) it is not hard to visual- 
ize the number of over-loaded circuits ; 
over-fused circuits, sub-standard wiring 


‘done by chauffeurs or amateur electri- 
‘cians of the neighborhood or of the 
‘family; sub-standard cords and other 
| materials purchased on a basis of cheap- 


ness from non-electrical outlets. 

If some system, national in scope, 
could be fostered and developed by the 
electrical industry to the point that re- 
inspection of existing wiring systems 
would be made by some neutral, non- 


| political agency, at regular intervals, it 


would mean not only a_ tremendous 
amount of additional business to the 
electrical industry, but an even greater 
amount in savings to the American 
people. 
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A Sales Creed for 





Fine Teeth Spot Cut at Exact Mark—= 
Will Not Slip Off Cutting Line 


7 OUTSTANDING FEATURES 


| Starts cut at any 
e 


angle. 4. 
, # 


time. 
eeth will not 


catch in corners. 5. No scraping to be- 


gin cut. 


3 Starts quickly with 
°* a full cutting 6 Will not slip off 
stroke. sf cutting line. 


7. Distributes wear full length of blade. 





errrvr SELL 


MILFLEX 
DUPLEX 


PATENTEO U.S.A 


ELECTRICIAN’S SPECIAL 
HACK SAW BLADE 


The HENRY G. THOMPSON & SON CO. 


Est. 1876 New Haven, Conn. 








Kitchen Equipment Salesmen 
The following sales creed for dis- 

tributors and salesmen of electrical 

kitchen equipment has been proposed 

‘by P. B. Zimmermann, general mana- 

ger of the specialty appliance sales de- 

partment of the General Electric Co., 

Cleveland : 

“We believe, above all else, in the sales 
specialist. 

“We believe, more firmly than ever, in 
closed territories. 

“Our belief is reconfirmed in morning 
sales meetings. 

“We believe that the salesman receives 

| inspiration for the day by first visit- 
ing a user. 

“We believe the salesman’s morning 
should be devoted to canvass. 

\“We believe the afternoon should be 

| 


| devoted to follow-ups and user calls. 
\“We believe that the salesman should 
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Heads Electrical Department: The 
electrical department of the Southern 
Minnesota Supply Co., Mankato, Minn., 
is managed by C. L. Barrett, who has 
had connections with electrical supply 
houses in Detroit and Minneapolis. The 
electrical department, which was estab- 
lished last year, handles supplies, small 
and major appliances and radio. 


~ ne 





make one or more night demonstra- 
tions in the home. 

“We believe that our greatest lead 
producing story is that of the Gen- 
eral Electric Kitchen.” 
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National Electric Products 
Announces Extension Duct 


Over a long period of time there has 
been constant pressure for a method of 
extending a circuit from where it is 
located to the place where it is needed 
and many schemes have been suggested 
and worked out only to fall by the way- 
side and eventually go back to the long, 
long trail of messy cords. 

There should not be any quarrel about 
lamp cord as there is nothing prettier 
than the rayon dressed up duplex 
twisted and parallel cords of the many 
colors, but when they commence to 
snarl, twist up, fray, and gather lint and 
dirt, it is a different story. Perhaps 
lamp cord should never have been in- 
tended for use anywhere near a floor 
but that seems to be the final finish, it 
is trailing on the floor somewhere. 

Ordinary metal raceway has been 
misused because it has been a surface 
raceway for circuit wiring. Running a 
circuit is one thing; extending a circuit 
is another, and the two should not be 
confused. Such raceway when used for 
extending a circuit is too bulky, too 
cumbersome, and requires too much ma- 
terial and labor. So in the natural evo- 
lution of things comes “Metal Xtension- 
duct,” recently announced by the Na- 
tional Electric Products Corp. 

Somebody says it is like metal race- 
way, but the manufacturer has put a 
big “X” in front of it so there will be 
no misunderstanding about its being de- 
signed for the extension of a circuit 
and not the wiring of a circuit. It is 
definitely limited as an extension of a 
circuit with two No. 14 wires, no more. 
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“Metal Xtensionduct” is metal, two 
piece; the cover snaps on the base; the 
fastening is through the base, therefore | 
invisible, and the galvanized base forms | 
perfect ground connection. The capping | 
is finished in rich Brazilian mahogany | 
as are the fittings, and in the average | 
wiring job along baseboards and around | 
windows or doors against mahogany or | 
cherry woodwork it is practically in-| 
visible. 

The manufacturer claims that it caets | 
so little for the material that when you | 
add to it the expert authorized profes- | 
sional workman who does a workman- | 
like job it is still sufficiently low in 
cost to avoid any possible argument | 
with the house holder. It is a safe, neat, 
quick way of doing a permanent job| 
and is almost as easy to change after- | 
ward as cord, particularly if you figure | 
on taking down the cord, and the fire} 
and casualty hazards are reduced to the | 
lowest minimum. 


Underwriters’ listing and approval | 
has just been granted, and contractors | 
throughout the country are being ad-| 
vised of the distribution of this material. | 
The manufacturer has developed a new | 
angle in the pricing of this material. | 
He has left out of his price list the| 
familiar word “jobber,” using instead | 
the term “distributor” and “dealer” with | 
the idea that this new material will re- 
quire a wide distribution and that it | 
should be obtainable by electrical con-| 
tractors in every possible section of the | 
country. 

Another consideration has been that 
the condition of the country calls for 
small units, small purchases, and conse- | 
quently, the dealer distribution should 
be very wide with a more limited whole- 
sale distribution to the point that those 
who are interested in selling “Xtension- 
duct” will have a sufficient volume of 
business to warrant carrying it in stock 
and supplying the trade. 
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The Break-Even Point: A typical case 
s reported by the Department of Com- | 
merce. Almost half of the profitable | 
rders of this distributor were required 
0 offset his losses from small, unprofit- 
able orders. As a result one order out of 
ery eight, approximately, produced a 
net profit, 


1916 





Wagner 


marches one 


Food for thought! 


A publisher of a magazine devoted to whole- 
salers says: ‘Wholesalers are more con- 
cerned today than ever before with the ability 
of their manufacturers to carry on during the 
hard selling days which are still ahead, and 
they are very hesitant about continuing with 
manufacturers about whom there is any 


1907 
1908 
1909 
1910 
1911 
1912 
1913 


1914 
1915 


question’’ 


Confidently, not doubtingly—ceaselessly, not hesi- 
tatingly—- Wagner marches on... on...on... to 
those brighter, better days ahead. 


1917 
1918 
1919 
1920 
1921 
1922 


1923 


Come, obtain a Wagner fan distributor's franchise— 


and march along! 
1924 


a 


1926 


1927 | 
asner 


1998 
W. 
Electric 


6400 Plymouth Ave. 
TRANSFORMERS FANS BRAKES 


1930 
1932 St. Louis, U.S.A. 









1931 
1 9 3 3 MOTORS 
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ANNOUNCING THE NEW 


$9350 Rage? +9350 


SYNCHRONOUS ELECTRIC TIME SWITCH 


Combining these Outstanding 
Features in One Model: 


. High capacity—Total load 100 Amps. 
Accurate time—Synchronous motor driven. 
Weather proof cast iron padlockable case. 
. All parts absolutely rust proof. 

Built to give years of dependable service. 


AY Pe Ye 


Priced for the present day market. 





Every detail of the new “BADGER” has been worked out with the express 
intention of offering the greatest value in the time switch field—truly a qual- 
ity time switch at a remarkably low price.. 


Made and Guaranteed by 
RELIANCE AUTOMATIC LIGHTING CO. 


1907 Mead Street = So Racine, Wis., U. Ss. A. 








THIN MODEL 


AE RY 


—w here Service and 
Adaptability Count 








i 
The Levolier Thin model Switch No. 41 is an 
achievement in small switches. The above actual 
size picture shows it is less than % of an inch 
in thickness. . . In spite of its smallness, it 
_ retains all of the practical characteristics of the 
famous Levolier line. It is the smallest 6 amp. 
switch made. 
At the left are shown six]logical uses for this practical Levo- 
lier, which may be sec in three different stem lengths. 


You’ll make no mistake in ordering 
these Levolier Thin Model Switches 


ESTABLISHED 1904 


VALPARAISO - INDIANA. 
Box No. 636 









Invested Capital Limits Volume 
of Independent Wholesaler 


Speaking before the recent meeting 
of the Pacific Division, N.E.W.A., 
D. E. Harris, vice-president, General 
Electric Supply Corp., San Francisco, 
said: 

“There is and always will be a place 
in the electrical wholesaling industry 
for the conservative, well managed, 
small electrical wholesaler and by that 
I mean those wholesalers who operate 
primarily in a local trading area. It is 
my belief that such wholesalers will 
survive and prosper if they are content 
in maintaining a volume in sales, as that 
volume relates to their invested capital. 
For example, a wholesaler having an 
investment of $50,000 should be reason- 
ably satisfied to do an annual business 
not in excess of $250,000 and so forth. 
However, if such a wholesaler takes on 
a volume of business beyond that which 
his invested capital justifies, when such 
additional business should go to a con- 
cern which has a larger capital invested, 
or solicit volume without any regard to 
fundamental business practices that 
should be followed in such solicitation 
of business, then and then only in my 
judgment, will the position of the 
smaller financed wholesaler be in 
jeopardy. 

“We cannot allocate sales volume by 
law, but it can be regulated by each 
individual using common sense in the 
conduct of his own respective business.” 
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Large Attendance Indicated for 
National Oil Burner Show 


A total of 90 spaces by 59 exhibitors 
has been taken for the 10th National 
Oil Burner Show of the American Oil 
Burner Association to be held in Chi- 
cago at the Hotel Stevens, June 12 to 
16, according to Harry F. Tapp, ex- 
ecutive secretary of the Association. 








His Own Invention: E. F. Hardey, 
vice-president of the Missouri Valley 
Electric Co., Kansas City, Mo., could 
not buy a pipe to satisfy his ideas of 
what a pipe should be so he set about 
developing an idea of his own and the 
result is the Hardey Trap Pipe. 
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Now With Weber: 
J. H. Andrews, for- 
merly of Hart and 
Hegeman and later 
with Edwards & 
Co., is now associ- 
ated with the Web- 





Philadelphia office. Mr. Andrews is 
covering Pennsylvania, New Jersey, 
Delaware, Maryland and Virginia. 





Dealer Helps Should Not Be 
Shipped Through the Wholesaler 


The report of a recent investigation 
by the Metropolitan Life Insurance Co. 
on methods of “Reducing Waste of 
Dealer Helps” states: 


dealer helps requested by distributors 
were shipped through the wholesaler, 
the general opinion was that this plan 


er Electric Co., | 
working out of the 





is an unsatisfactory one. The feeling | 
was that ‘It is too much to expect the | 


wholesaler to perform this 
When it is remembered that the whole- 


service. | 


saler may be handling anywhere from | 
several hundred to many thousands of | 


items, and that he distributes the prod- 


ucts of hundreds of different manufac- | 


turers, it will be realized that neither 
he nor his men have much time for 
service work. While he might like to 
extend this cooperation there is hardly 
room in the margin on which he oper- 
ates for the considerable expense which 
such service entails.’ 

“A large hardware wholesaler in 
New York City added: 

‘Tf the material to be used is to be 
distributed through the wholesaler we 
show him samples, explain why our 


helps are designed as they are, show | 


how they are to be used, and then give 
a specific order for a definite quantity 
to be delivered on a stated day. We 
never forget that most wholesalers deal 
with hundreds of manufacturers and 
that most of these manufacturers have 
dealer help material. If any consider- 


able number of these manufacturers | 


were to send their helps unrequested, 
the wholesalers would need a separate 
warehouse. 

“Tf wholesalers had their say about 
this’ matter of distribution of dealer 
helps, I am pretty sure that most of 
them would say “don’t send them to us. 


We will help to push them. Our sales- | 


| port. 
men will direct the attention of the | "copies of Bulletin No, 103 giving 


trade to them. We will tell you which 
dealers want your helps, and what they 
want, but ship the material direct to 
the retailers and follow through from 
that point on.” 

“*That, in any event, is the policy we 
prefer. To facilitate this sort of coop- 
eration we provide our salesmen with 


999 


lealer-help request forms’. 





“Circle 9 News 
FRESH REPLACEMENTS 


WITH NEW HITTING POWER 
AID VICTORY IN ‘33 


“While some companies reported that 


11 New and Revised Catalog Pages were mailed May Ist to Jobber’s 
Salesmen holding Trumbull loose leaf Catalog No. 15; namely, pages 
27, 28, 29, 29-A, 29-B, 67, 68, 82-A, 84, 85 and 138-A. 


The following items as covered on these pages are of particular 


importance in getting sales volume at this time. 





| Wstipe Fuse 
| Clamp Blocks 














“‘Vystipe’’ Fuse Clamps used on 
these open Test Blocks are identical 
with those used on Type ‘“‘R.B."’ 
Switches and will find ready accept- 
ance where trouble and expense has 
been experienced with fuse heating. 








~~ 
Cable tapping is made easy with 


| the new Hixley Anchor Tap and at 


the same time provides a cable sup- 


complete description and prices sent 
on request. 













Page 82A 


~~. 
The new Cross-Over Test Block is 
now widely used by Utilities speci- 


fying the test link—meter—switech— 


fuse, wiring sequence. 





—— 








~ 
The new 200 and 400 Amp. Type 
“C’’ Switches are now constructed 
quick make and quick break, whereas 
formerly the construction was quick 

break only. 
The new 200 and 400 Amp. Type 
“D’’ Switches are quick break only. 
Complete listings of all Type ‘‘C’’ 
and “‘D”’ itches are also given in 


Bulletin “D."" Copies on request. 


zs — o 
Cross-Over } Enclosed 
Test Block Cutouts 


Page 85 














Price reductions effective May Ist 
on Enclosed Branch Circuit Cutouts. 


% a 
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| Oubdeet, 
Meter Box 
Page84 
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a 
Design improvements in the new 
Outdoor Meter Box, available with 
either Cross-Over or Straight Through 
Test Block include: 

1. Stronger sealing and padlocking 
attachment which eliminates 
strain on any type of sealing tag. 

2. The front is easily removed by 
use of a new knob handle at 


bottom of box. 
3. Additional stud facilitates hang- 
ing and grounding of meter. 
4. Additional knockouts. 


The Trumbull Electric Mfg. Co. 


A GENERAL ELECTRIC 


Plainville 


ORGANIZATION 


Conn. 
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Be Your 
BUY-WORD 


when ordering 


INSULATED 
STAPLES 


Made exclusively by 


S.H. COUCH CO., INC. 


Established 1896 
NORTH QUINCY, MASS. 


Manufacturers of 
Private Telephones, Annunciators, 
Apartment Mail Boxes, etc. 











for 


60 Year 


the name 


YAGER’S 


has meant the best 
available quality of 


Soldering Salts 
and 


Soldering Paste 


Write for 
FREE 
Sample 


ALEX R. BENSON CO. Inc. 
Hudson, N. Y. 


LET | 





erie 


Positions Available 


| Circulation Salesman Wanted: To sell 
leading electrical publications to electrical 
dealers and electrical contractors. Excel-| 
lent remuneration. 
ence, age, education and references. Ad- | 
dress replies to C. P. Jensen, McGraw- | 
Hill Publishing Co., Inc., 

St., New York City. 


Vv 
Latest Trade Literature 


| JEFFERSON Exectric Co., Bellwood, Ill. | 
No. 35-IT illus- | 


|—A four-page catalog, 
trates and describes the Jefferson line of | 
oil burner ignition transformers. 

| 


| Mitter Co, Meriden, Conn.—‘Nu- 

| Mode—An Innovation in Lighting” is 4 
;recently published folder descriptive of | 

| these new porcelain on metal fittings de-| 

signed by the internationally famous Von | 

| Nessen. 


STEEL AND Tues, INc., Cleveland, Ohio | 


| —“A Modern Product — for Modern | 
| Times,’ a 12-page booklet, profusely illus- | 
|trated, describes the manufacture and} 


| application of Steeltubes threadless con-| 
| duit. 


| v 


New Publications | 
SALESMEN’S ReEports—Policyholders’ 
|Service Bureau, Metropolitan Life In- 
isurance Co., One Madison Ave., New 
York City. 47 pp. Copies gratis on 
request. A study of the experiences and 
|methods of 38 leading companies in 
|leading industries in the use of sales- 
'men’s reports, with examples of the 
| forms used. 


| 


REDUCING WASTE OF DEALER HELPS 
|'—Policyholders’ Service Bureau, Met- 
ropolitan Life Insurance Co., One 
| Madison Ave., New York City. 34 pp. 
Copies gratis on request. A report of 
‘methods successfully used to reduce 
\wastage in advertising material in- 
‘tended for the dealer, based on informa- 
|tion submitted by 164 organizations in 
‘almost every line of industry. 


How to Put THe Win In WIn- 
pows, a 24-page illustrated bulletin pub- 
lished by the Dennison Mfg. Co., Fra- 
mingham, Mass., (price 10 cents) 
which suggests many novel window 
trimming effects which may be ob- 
tained with crepe paper. Offers many 
_ideas which the wholesaler’s salesman 
‘can pass on to his dealers. 








v 


Spring Opens Demand 
For Automotive Sets 


Automotive radio promises to be one 
of the most important sales factors in 
radio this year, according to an R.M.A. 


Please state experi- | 


330 W. 42nd | 














There’s Money In 





FUSE SPECIALTIES 


| REDUCERS—PULLERS 
| CLIP CLAMPS 


Your customers get 100% fuse service 
—you get extra, profitable sales. Ideal 
reducers, pullers and clamps make a 
“live” combination that dovetails per- 
fectly with fuse sales. 

A big market—immediate sales—low 
sales cost—good profit—INVESTIGATE 
NOW! 





KNIFE TYPE 
CLAMP 
Only two sizes 
needed from 100 
Amp. to 1200 Amp. 


FERRULE TYPE 
CLAMP 


Three sizes for all 
ferrule fuses. 


FUSE PULLER 
Four Sizes. 


pl 


FUSE REDUCER 
For All Fuses. 


Ideal Commutator Dresser Company 
1047 Park Ave., Sycamore, Illinois 














cei 
SELL “LATROBE” 


FLOUR BOXES-ACCESSORIES 
“BULLDOG” INSULATOR 
SUPPORTS 
“KEYSTONE” FISHWIRE 
CONDUIT BENDERS 


Write for Jobbers’ 
Discounts and Catalogs 


FULLMAN MFG. CO. 


LATROBE seeeeses#8es PA. 
































A COMPLETE 
LINE OF 


WIRING 
DEVICES 


FOR THE 


JOBBER 





















/news bulletin. A sharp upturn already 
is reported in sales of automotive sets | 
'and conservative estimates place 1933 | 


| sales at not less than 250,000 sets. | 





NEW JERSEY 
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It CAN Be Done »» 





S hecmer of Plymouth 


wholesalers are achieving 
“Victory In '33.” They find 
that tape sales can be made, 
if the effort is put forth. 


Wholesalers’ customers know 
the high quality of Plymouth 
tape. They know it meets the 
most rigid specifications and 
gives uniform satisfaction. 


IF you are not cashing in on 
this opportunity to boost your 
sales and win a prize you are 
passing up your best bet. 


100% Wholesaler Protection 


PLYMOUTH RUBBER COMPANY tre. 


Manufacturers Since 1896 
CANTON, MASSACHUSETTS 


PLYMOUTH 
TAPES 


TAPE 


PLYMOUTH RUBBER COMPANY. Inc. 


CANTON, MASS. 








MANUFACTURED BY 





tA... CANTON, MASS. U.S.A. 








Pp ty 

s * x on z + é 

re y a Bee: EIS S ee DSS Raha Sa te v;, Be Se ; 9 
feet) geal iy ef SoS ee fF J) 


porate RUBBER CO. Inc 
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Note the 
Lag-Plates. 
They make 
the big 


difference 


“Something 


to talk about” 


makes selling 
a pleasure 


DON’T LET 
FUSE BUYERS 


“PUT YOU ON THE SPOT” 


\ \ hat if they do tell you they can buy fuses at a price less than 
BUSS SUPER-LAG Fuses? That’s not new—they always could—but 
when they try to stop you with this kind of talk, try popping this at 


them: 

“Of course you can, Mr. Buyer—but can you SAVE AS MUCH 
MONEY by buying cheap fuses?” 

That kind of a question will jar most buyers. Lots of them have 
never had it made clear that there is a tremendous difference in the 
COST of USING different kinds of fuses. 

And it will give you an opening to show how BUSS SUPER-LAG 
uses save money for the user. 

Point to the lag-plates in the fuse. Explain how they keep motors 
whirling, machines running, lights glowing and workers busy—because 
they prevent the fuse from blowing needlessly on many of the harmless 
overloads that occur in all electrical circuits. 

If you get this story over you won’t have to worry about making 
the sale. 

On the BUSS discount sheet, in your binder, is a brief story to 


give you sales pointers. Study it and use it—it will help you turn the 
tables and put the buyer “on the spot” when it comes to fuses. 
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